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® Other Hollywood Agents 
Also Guarantee Mentions 


on Sponsored Shows 


New YorK—Long a fixture on 
e big Hollywood comedy shows, 
e hidden plug—a trade name 
ention on somebody’s else pro- 
twram for a _price—was being 
peddled by letter to advertisers 
here last week. 

Jay Faggen, a Hollywood press 
agent, offered to work a brand 
mame into the script of “leading 
Smcoast-to-coast programs” for $250, 
payable after delivery. 

Since 1946, Mr. Faggen has 
called Hollywood home. Previous- 
ly, starting about 1924, he handled 
publicity for personalities, radio 
shows and foreign governments in 
New York, where he was associated 
with Harry Sobol. 


gs The letter from Mr. Faggen’s 
organization, one of the first to 
make a business out of free men- 
tions, suggested: 

“The Coca-Cola Co., Hudson 
Motors and Eversharp find it both 
profitable and ethical. So does 
Admiral radio, Van Camp and 
Cadillac, Ry-Krisp, I. W. Harper, 
4-Way cold tablets and Studebaker. 
“These companies are succeeding 
in getting the name of their prod- 
uct injected into the most important 
coast-to-coast radio and TV pro- 
grams, sponsored by others. And 
that includes such top ones as 
Jack Benny, Bob Hope, Bing 
Crosby, ‘Cavalcade of Stars,’ 
Milton Berle, ‘Life with Luigi,’ 
‘Beulah,’ ‘Truth or Conse- 
quences,’ ‘My Friend Irma’ and 
others enjoying the highest ratings. 


s “Would you like to do the same? 
“Recall the programs you may 
have heard in the past month. 
Jack Benny plugged the Sante Fe 
railroad’s pork and beans on a 
coast-to-coast ride; Bing Crosby 
mentioned Roma wine to his mil- 
lions of listeners; ‘Truth or Con- 
sequences’ made its vast audience 
conscious of Pepsi-Cola; Joan 
Davis scored heavily for I. W. 
Harper. 

“We can do the same for your 
product... 

“In the trade, it is not regarded 
as an invasion on other sponsors. 
One of the reasons is that the 
writers are constantly eager to get 
interesting material. . . 

“We recommend an experimental 
promotion to you that will embrace 
a total of six plugs, all on leading 
coast-to-coast programs, each to 
cost $250, which is all-inclusive. 
(Continued on Page 63) 


Off and Running 


New YorkK—Latest entrant in 
the Batten, Barton, Durstine & 
Osborn sweepstakes is Wolverine 
Harness Raceway Inc., Detroit. 
The account will be handled out 
of the agency’s Detroit office, 
John McKee riding. 

BBDO also guides the sulky for 
m Roosevelt Raceway, New York, 
and Maywood Park, Chicago. 


BPress Agent Faggen 
Peddles Hidden Plugs 


‘John W. Shaw 


Sues Ford, JWT 
for $450,000 


Shaw Agency Charges 
Defendants Used Its 
‘Wheel & Feel’ Idea 


Cuicaco—John W. Shaw Adver- 
tising Inc. last week filed suit in 
federal court here against Ford 
Motor Co. and J. Walter Thompson 
Co., alleging that the defendants 
copied and used ideas for an ad 
campaign which Shaw presented 
to Ford. The suit asks $450,000 
damages. 

The complaint by Shaw charges 
that, in 1945, Shaw offered to 
make an advertising campaign 
presentation to Ford Motor Co. of- 
ficials in Dearborn, Mich. 


a John Shaw at that time was 
board chairman of Shaw-LeVally 
Inc., which was dissolved in July, 
1947. John W. Shaw Advertising 
Inc. and LeVally Inc. were sub- 
sequently organized as separate 
agencies. Norman W. LeVally is 
not mentioned in the complaint 
and has no interest in the suit and 
no connection with it. 

Shaw’s offer to Ford, the com- 
plaint continues, was accepted by 
Ford, and the plaintiff was invited 
to Dearborn, Mich., in December, 
1945. The presentation included 
copy, pictorial layouts and explan- 
atory material which was “new, 
novel and unique, and reduced to 
concrete form.” 

The presentation was in the na- 
ture of a complete campaign. The 
complaint mentions that it in- 
cluded the idea for an illustration 
of a pair of hands on a Ford steer- 
ing wheel and the slogan, “Get the 
feel of the wheel.” 


a Shaw Advertising alleges that 
Ford rejected the presentation in 
January of 1946, but that from 
April through December, 1949, 
Ford placed a series of ads “sub- 
(Continued on Page 8) 
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‘NEWSWEEK’ LOOKS—Metropolitan Life 

Insurance Co. is running this ad in 800 

newspapers in the U. S. and Canada. 

Copy is based on a recent interview of 

Leroy A. Lincoln, company president, by 

Newsweek editors. Young & Rubicam is 
the agency. (Story on Page 26.) 


Weimer Urges 
Cheesecake in 
Industrial Ads 


NewakkK, N. J.—In outlining how 
his company employs consumer 
techniques in industrial advertis- 
ing, W. F. Weimer, advertising 
manager of the Pittsburgh Equi- 
table Meter division of Rockwell 
Mfg. Co., told members of the In- 
dustrial Marketers of New Jersey 
last week that “industrial adver- 
tisers should go off the deep end 
once in a while and get some sex 
appeal and human interest into 
their advertising.” 

Pointing out that many non- 

(Continued on Page 4) 
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100 Top Advertisers’ Expenditures 
in 5 Major Media in 1949 Listed 


Viewers Divided 
on Frequency of 


Telecast Shows 


‘Look Hear’ Survey for 
‘AA’ Shows 40% Favor 
Every-Week Frequency 


New YorK—Every week versus 
every-other-week telecasts has 
been a favorite subject for debate 
among advertisers, agency men and 
broadcasters for months. To find 
out how listeners, whose whims 
no doubt will eventually decide 
the issue, feel about this, Maxine 
Cooper, TV viewing columnist, 
made a special survey for ADVER- 
TISING AGE, 

Some 39.6% of the sample voted 
for every-week frequency; 20% 
preferred every-other-week sched- 
uling and 17.4% suggested that 
some types of programs should be 
weekly and others bi-weekly. The 
remainder was divided between 
“don’t care” (13%) and “no an- 
swer” (10%). 


@ Miss Cooper, whose column 
of paid program recommendations, 
“Look Hear,” appears regularly in 
the Daily News and Herald Trib- 
une, based her findings on the re- 
plies of 230 viewers in this metro- 
politan area. The questionnaire 
was mailed to members of the 
“Look Hear” TV Critics Club dur- 
ing the first week of March. 
Variety and dramatic shows 
were named most frequently as the 
type of telecasts best suited to 
(Continued on Page 19) 


Last Minute News Flashes 
Eversharp Starts New Schick Campaign 


New YorK—Eversharp Inc. last week broke a new campaign for 
Schick razors and blades, capitalizing on a blindfold shaving test. “You 
can shave with your eyes shut,” the copy says, and a sizable portion 
of the copy is devoted to warning that “off-brand blades can ruin your 
razor...as well as your face.” The company will use weekly maga- 
zines, will shortly switch the campaign into newspapers, and is be- 
ginning in radio commercials. Biow Co. is the agency. 


United Air Lines Opens Stepped-Up Drive 
Cuicaco—United Air Lines has opened its 1950 campaign, with a 
somewhat larger budget than last year’s. About 150 newspapers in 97 
cities are on the schedule. The magazine list includes Newsweek, The 
New Yorker, The Saturday Evening Post, Sunset and Time. TV spots 
and chain breaks will be used in New York; Chicago, Los Angeles and 
San Francisco. About 35% or 40% of the appropriation will go into 
United’s continuing direct mail drive. Trade publications and counter 
displays round out the campaign, handled by N. W. Ayer & Son. 


Sherman K. Ellis Named V. P. of Benton & Bowles 

New York—Sherman K. Ellis, formerly president of Sherman K. 
Ellis Inc., and LaRoche & Ellis, has joined Benton & Bowles, New York, 
as a vice-president and member of the plans committee. 


Cecil & Presbrey Appoints Copeland Vice-President 
New York—Cecil & Presbrey has appointed Guild Copeland, former- 
ly copy head of drug accounts and copy-contact representative, as vice- 
president and creative consultant on all of the agency’s accounts..Mr. 
Copeland joined Cecil & Presbrey from Dancer-Fitzgerald-Sample 


in 1945. 


(Additional News Flashes on Page 67) 
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P&G with $25,097,018 
Again Leads PIB List; 
General Motors Second 


Cuicaco—How 1,884 advertisers 
divided $646,492,723 among five 
major media in 1949, and what 
they spent for each of their 5,500 
product lines in these media, was 
reported last week in a tabulation 
published by Leading National 
Advertisers Inc. and released by 
Publishers Information Bureau. 

The media measured by LNA 
include 81 general magazines, six 
farm magazines, seven Sunday 
magazine sections of newspapers, 
the four major radio networks and 
—for the first time—four television 
networks. 

A list of the 100 leading adver- 
tisers in these media, showing how 
they allocated money for time and 
space to each of their more than 
1,000 separate products, begins on 
Page 49 of this issue, and continues 
for five pages. 

In addition, a list of last year’s 
top spenders, with figures on their 
comparable expenditures in 1948, 
1947 and 1946, appears on Page 48. 


a The PIB report for 1949 shows 
that Procter & Gamble again 
paced the field in total space and 
time expenditures in the five 
media. In 1949, P&G’s total was 
$25,097,018. This was not as much 
as it spent in 1948 or 1947 but 
well ahead of the $15,804,286 spent 
last year by General Motors Corp., 
the second-ranking spender. 

Two-thirds of P&G’s expenditure 
again was in radio; it spent $17,- 
315,092 in this medium last year 
(gross time charge, before contract 
discounts). It also put $4,519,441 
into general magazines, $227,885 
into farm magazines, $2,927,290 
into magazine sections and $107,- 
310 into television time. (PIB 
radio and TV figures do not in- 
clude talent costs.) 


a General Motors Corp., the 
second-ranking advertiser, spent 
considerably more in 1949 than it 
did in 1948, when an outlay of 
$11,169,157 for time and space 
(before discounts) put it in third 
place, just behind General Foods 
Corp. with $12,990,741. The latter 
was third in 1949 with a total of 
$15,436,650. 

The report shows that General 
Motors’ $11,169,157 for space in 
general magazines last year was 
more than twice the amount spent 
in that medium by any other ad- 
vertiser. General Motors was also 
the leading user of farm magazines, 
spending $1,501,990 in the six pub- 
lications measured by LNA. 


= Colgate - Palmolive- Peet Co., 
with $3,149,127 in gross expenditure 
in Sunday magazine sections, was 
the largest in that medium. 

Radio Corp. of America was the 
top television sponsor, with $900,- 
405 invested (all for “Kukla, Fran 
& Ollie’). 

As reported earlier (AA, Jan. 
30), Publishers Information Bu- 


(Continued on Page 48) 
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Trenton Gets Transit Radio 


Station WTOA, Trenton, N. J., 
operated by the Trenton Times, 
has become affiliated with Transit 
Radio Inc., Cincinnati, for opera- 
tion of Transit Radio service in 
the city’s buses. Five receiving 
units have been installed and will 
operate for a trial period of 30 
days, after which, if it proves satis- 
factory, the agreement becomes 
permanent for a five-year term. 
Trenton is the 22nd Transit Radio 
city. 


Ferdinand Names Cory Snow 


L. W. Ferdinand & Co.,; Newton 
Lower Falls, Mass., maker of Fer- 
dice and Jeffery marine glues and 
sealing compounds, has appointed 
Cory Snow Inc., Boston, to handle 
its advertising. 


with point-of-sale 
CLOCK DISPLAYS 


MODERN CLOCK ADV. CO. 
212 BROADWAY, NEW YORK 7 


Retail Beer Price Not 
Expected to Rise 


New YorK—Despite rising costs, 
retail beer prices will go no higher, 
Sam Bernstein, counsel for the 
New York State Beer Wholesalers 
Association, assured members at 
an industry management seminar 
here last week. 

“The industry is meeting the 
situation by creating greater ef- 
ficiency in distribution,” Mr. Bern- 
stein declared, pointing out that 
there is now better trucking equip- 
ment, improved warehouse facili- 
ties, and more mechanical handling 
equipment. 

While sales throughout the coun- 
try are 10% and 15% off for the 
year to date, Mr. Bernstein said, 
this can be traced directly to ef- 
fects of the steel and coal strikes. 


ws He expressed confidence that 
New York will regain leadership 
of the nation’s beer production 
which it lost in 1949 by a narrow 
margin to Wisconsin. He explained 


that last year’s decline was due 
entirely to the local strike of beer 
truck drivers. 

He said that although there is 
a growing trend toward greater 
home consumption of beer, draught 
beer sales continue to lead in New 
York state and account for 60% of 
the total. Nationally, draught beer 
totals only about 28% of all beer 
sales, he. said. 


Pickwick to Sneider Agency 


Pickwick Knitting Mills, New 
York, has named A. M. Sneider 
& Co., New York, to handle ad- 
vertising in national magazines, 
business papers and by direct mail. 


Newell's Names Tracy-Kent 

Newell’s Ltd., shirtmaker, New 
York, has appointed Tracy-Kent & 
Co., New York, to handle its ac- 
count. Newspapers and magazines 
will be used. 


Halper Joins Ward Wheelock 

Henry Halper, formerly with 
Young & Rubicam, has joined Ward 
Wheelock Co., Philadelphia, as re- 
search manager. 
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That’s the special model for advertisers in 
The Des Moines Sunday Register! 


Big things are the rule for advertisers in The Des Moines 
Sunday Register—because it’s a big paper . . . doing a big, 
unique job in one of America’s biggest markets. 

For example, do you know that Iowa is a 5-billion-a-year 
spending state? That's big! Its family income last year grew 
more than that of any other state. As an urban market, lowa 
tops Boston. As a farm market, it’s without comparison. 

Best of all, it’s an easy-to-reach rich market. The Des 
Moines Sunday Register wraps up the whole state for you— 
with family coverage of from 50% to 100% in 82 of its 99 
counties—and at least 25% coverage in the remaining! 


That's unique! 


You reach 70% of all lowa families in The Des Moines 
Sunday Register at a milline rate of $1.63! 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
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‘Constitution,’ 
‘Journal’ Tell 
Merger Plans 


ATLANTA—In two-column, front- 
page statements, the Atlanta Con- 
stitution and Atlanta Journal on 
March 18 announced an agreement 
of the publishers to merge the two 
newspapers. 

The Constitution will continue 
publication as a morning news- 
paper and the Journal will con- 
tinue as an evening paper. The 
Sunday editions of both papers 
will be merged into one publica- 
tion. 

The publishers of the two news- 
papers will continue to supervise 
the editorial policies of their re- 
spective papers, and both news- 
papers will continue publication 
in their own plants. 


# Final details of the merger have 
not yet been worked out, no date 
has been set, nor have advertising 
representatives been designated. 
However, since the publishers of 
each paper will continue in those 
capacities, the merger probably in- 
volves an exchange of stock, rather 
than an outright purchase. 

Rumors of the impending shift 
first leaked out in Washington, be- 
cause of the necessity for Federal 
Communications Commission ap- 
proval before action can be taken 
on the radio and television :proper- 
ties of the two papers. 

The Constitution operates Radio 
Stations WCON and WCON-FM, 
and has WCON-TV under con- 
struction. The AM station is an 
ABC affiliate and operates on 
550 ke with 5,000 watts. 

The Journal operates Station 
WSB, a 50,000-watt clear-channel 
NBC affiliate on 750 kc, Station 
WSB-FM and Station WSB-TV, 
now telecasting. 


@ Because of the FCC rule pro- 
hibiting ownership of more than 
one station in the same market, 
and because WSB is a_ 50,000 
watter with a clear channel, it is 
likely that the merged newspaper 
properties will seek to dispose of 
WCON, WCON-FM and WCON- 
TV. The latter is not yet in opera- 
tion. 


Advertising Age, March 27, 


In addition to the question at 
broadcasting properties, the Mergy 
involves certain tax problews 
which still must be worked Out | 
The official announcement, whig 
promised “fair and equitabh 
newspaper advertising rates,” thy 
was primarily designed to still jn. 
accurate rumors. 

The Journal has a circulation g 
about 245,000 daily and 307,0q 
Sunday. The Constitution has, 
circulation of about 181,000 daily 
and 217,000 Sunday. Majority in, t 
terest in the merged propertig 
probably will be held by Jame 
M. Cox, head of the Journal, whe 
the new company is formed. 


Libby to Launch 
Canned Foods Drive, 
Drops ‘True Story’ 


Cuicaco—Libby, McNeill & 
Libby will spearhead its spring 
canned foods campaign with 4 
full-color spread in the April 15 
issue of The Saturday Evening 
Post. The ad will employ a Gay 
90s theme and will feature 1§ 
Libby products. 

The same theme will be used 
in commercials on Libby’s tele- 
vision show, “Auction-Aire” (Fri- 
day, 8p.m., CST), onthe American 
Broadcasting Co. net, and, for the 
first week in April, on Libby's 
ABC daytime radio show, “My 
True Story” (Monday, Wednesday, 
Friday, 10 a. m., CST). 

Libby will drop its three-a- 
week sponsorship of “My True 
Story” on April 7. This portion of 
the program will be sustaining un- 
til May 1, when Sterling Drug Inc., 
which now has the show on Tues- 
days and Thursdays, will spon- 
sor it Monday through Friday. 

J. Walter Thompson Co. here is 
the agency. 


U. S. Steel Promotes Miller 


Harold A. Miller, assistant in 
the sales personnel division of 
United States Steel Corp. in Pitts- 
burgh, has been appointed sales 
personnel division manager in the 
general sales department of United 
States Steel Supply Co., Chicago 
subsidiary. 


Betty Shaaker Promoted 
Betty Shaaker, assistant publi- 

city director of Seventeen for three 

years, has been appointed director 


of publicity. She was formerly 
with Women’s Wear Daily. 
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In eight major markets 


(elevision circulation leads 
the largest magazine 3 to2 


N eight major markets (New York, Chicago, move is to call your NBC Spot Salesman. His 
Philadelphia, Los Angeles, Boston, Cleveland, expert counsel will be invaluable in planning your 


Washington and Schenectady-Albany-Troy) the television campaign in these eight major markets: 


nation’s largest magazine has a circulation of *Latest published market breakdown of circulation of the magazine 
1.715.854.* +NBC Research Dept. estimates February 1950 
In these same markets, television’s circulation is Votevislen Volevision 
Circulationt Station 
2,783,500 ... over twice as large. New York 1,060,000 WNBT 
Your advertisement in a magazine is a combina- Chicago 388,000 WNEG 
ti Sieeleens q kre Los Angeles 376,000 KNBH 
ion of printed words and static illustrations. Philadelphia 370,000 — weTz 
Your advertisement in television is a combination Boston 277,000 WBZ-TV 
of spoken words and living product demonstrations. Cleveland 154,000 WNBK 
Washington 101,000 WNBW 
You can capitalize on the unsurpassed impact and Schenectady-Albany-Troy 57,500 WRGB 
the mass circulation of television, today. Your first Total .. . 2,783,500 


NBG) SPOT SALES 


NEW YORK - CHICAGO + CLEVELAND .- HOLLYWOOD - SAN FRANCISCO 
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Weimer Urges 


Cheesecake in 
Industrial Ads 


(Continued from Page 1) 
technical men read technical busi- 
ness papers, because “they feel it 
is their duty” to browse through 
such publications “to see what 
cooks in the industry,” Mr. Weimer 
advocated giving such readers 
something to interest them. 

“Let’s be realistic,” he said. 
“Many people just will not, or 
cannot, take time to read through 
the reams of technical information 
that makes up your ad and mine. 


ws “So what do you do? I think 
the answer is to change pace once 
in a while and throw such readers 


a curve ball. Come up with a 
stopper ad designed primarily for 
that type of reader. Startle him. 
Amaze him. 

“I can see him now, letting the 
pages full of mechanical equip- 
ment roll by under his thumb... 
when all of a sudden .. . my gosh! 
What was that? A bare leg? Not 
in this magazine! Then, after it 
takes him two minutes to find 
the page again, you can be sure 
he’s going to read the ad.” 

“Advertising,” Mr. Weimer said, 
“is a business of flamboyance and 
boldness and should be in high 
gear when business is bad. Our 
management works on the premise 
that a business slump affords an 
opportunity to forge ahead in in- 
dustry. 


a “Some of you may have read 
the article in ADVERTISING AGE last 
October based on an interview 
with our president, W. F. Rockwell 
Jr. [AA, Oct. 10, °49]. It was 
headed ‘Rockwell Spends More 


and Bests Downtrend.’ That ar- 
ticle was followed by editorials. 
It was scooped up and reprinted 
by several trade publications and 
received a very wide distribution.” 

The advertising department’s 
task is made infinitely easier by 
such a management attitude, he 
said. 


a Mr. Weimer showed a number 
of slides of advertising used by 
his company in connection with 
a two-in-one contest in the water 
works field designed to influence 
industry on the advantage of using 
a water meter on every service. 
Ads were run in leading business 
papers in the field, evenly split to 
interest technical and non-techni- 
cal readers. 

The non-technical ads simply 
required the entrant to complete 
the last line of a jingle. Prizes 
ranged from $500 down to $10 for 
a total of $1,000. The technical ads 
required entrants to submit an 


essay on how a community is bene- 


fited by metering all services. The 
prizes were the same as in the 
non-technical contest. 

All entrants were required to 
clip coupons from the ads and send 
them in. All coupons carried a 
publication key and called for title 
and business connection so the 
quality of the entrants could be 
judged. 


« “It was a simple matter to tabu- 
late the results and credit each 
publication with the returns it pro- 
duced,” Mr. Weimer said. “There 
were several publications about 
which we were doubtful. The con- 
test rang the death knell for two 
of them and, in so doing, you might 
say, defrayed some of the cost of 
the contest.” 
Mr. Weimer said that 1,462 indi- 
viduals entered the contest; 1,130 
entered the jingle contest and sub- 
mitted 5,928 jingles; 332 essays 
were submitted. Nobody took time 
to enter more than one essay. 
“We made an analysis of re- 


IT’S A MAN’S WORLD 


“They all say their husbands don’t want bargains— 
they want their regular brand.” 


In the retail sale of men’s 


shirts, it’s the MAN 


who dictates the 


brand bought—66 times 
out of every 100.* 


*According to a survey of brand buying habits 
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made by A. S. Bennett Associates 


TRUE 


_THE MAN’S MaGazine 
Circulation: over 1,500,000 


Advertising Age, March 27, 1959 


turns,” Mr. Weimer said, “when 
we determined the effective per. 
centage of returns by multiplying 
the circulation of each publication 
by the number of insertions ang 
then dividing this total into th. 
number of coupon returns. This 
demonstrated that sometimes yoy 
can prove that a publication with 
low space rates is very expensive 
on a cost-per-reader basis. 


@ “The top award of $500 for the 
jingle contest was won by an old 
maid school teacher in Baltimore. 
Incidentally, the president of one 
of our competitors entered the jin. 
gle contest. 

“The top award of $500 for the 
winning essay went to the chief 
engineer of the water works in 
Los Angeles. We were amazed at 
the number of big-wigs in the in- 
dustry who entered. 

“The total cost of this venture 
should surprise you. It did us, 
Space cost $4,225; prize money was 
$2,000; token awards were $1,000; 
other expenses were $1,000. The 
total cost was $8,225.” 

Commenting on added benefits 
derived, Mr. Weimer said that the 
essays supplied a feature story in 
each issue of the company’s month- 
ly house organ, “The Water Jour- 
nal,” for two years. Many of these 
articles, he said, were so well re- 
ceived in the field that a number 
have been collected and published 
as a special brochure. Every en- 
trant not receiving a prize received 
a deck of playing cards, which 
built additional good will. 


e Another industrial campaign 
used by Rockwell Mfg. Co. and 
which employed consumer adver- 
tising techniques was the Great 
Gildersleeve campaign, which tied 
in with the radio show of that 
name. 

“Bear in mind,” Mr. Weimer 
said, “that Gildersleeve is known 
as the water commissioner to a 
radio audience of millions. The 
tie-in with our water meter prod- 
ucts was natural. The theme plays 
up the idea that Gildersleeve is 
going to increase the revenue by 
using pretty girls instead of men 
to read meters.” 

The first responses, he said, were 
all negative. But soon reports be- 
gan coming in from the field, and 
the sales force and management 
became convinced that the cam- 
paign was “one of the best stunts 
we have ever pulled.” 


a Many people outside of the 
water works field have failed to 
understand the ads, Mr. Weimer 
said. ‘“Here’s what the ‘Copy Chas- 
ers’ in the January issue of In- 
dustrial Marketing had to say: 
“*The Great Gildersleeve of ra- 
dio and movie fame is doing a 
picture series for Rockwell Mfg. 
Co. . . Dames in it. Makes no sense 
to us.’ 

“I was greatly disturbed when 
I read this,” Mr. Weimer said. “I 
consoled myself by saying, ‘maybe 
he doesn’t know Gildy plays the 
part of the water commissioner. He 
certainly can’t know our problem 
with meters.’ But then I thought 
that the ‘Copy Chasers’ must re- 
view thousands of ads. Good or 
bad, they have never selected one 
of ours for comment before. Does 
this prove the ad was a stopper or 
doesn’t it? Your guess is as good 
as mine.” 


Sears Earns $108,206,718 
on $2,168,928,412 Sales 


Net sales of Sears, Roebuck & 
Co. for the fiscal year, which 
ended Jan. 31, 1950, were $2,168,- 
928,412. Net profit was $108,206,- 
718, according to the company’s 
annual report, issued last week. 

The figures compare with sales 
of $2,295,991,180 and a net profit 
of $137,206,016 in fiscal 1948. In 
recent months, sales of major ap- 
pliances and home furnishings 
have been greater than during the 
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same period last year. 
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and The following is an excerpt from Report No. 1 issued by the A.A.A.A. & @ We are in complete sympathy with the mechanical production man 
reat N.A.M.P. Joint Committee on Magazine Advertising Reproduction. “In multi- 


who so often has to take the rap when an ad turns out poor in the edition 


er color ‘wet’ printing, all four colors are printed practically simultaneously; 
: therefore, it is imperative that the progressive proofs be printed so as to run. Unknowingly he is frequently hoodwinked by a misleading proof 
_ simulate as nearly as possible the actual edition printing conditions .. . from the engraver. 
Modern multi-color ‘wet’ proofing equipment is becoming available to proof 
> a . . . 
The four colors within a total elapsed time of 22 to 11 seconds . . . It is highly impor- @ Now in advance of publication Ss truthfully wet DOT proof may be 
ve tant that engravers avail themselves of such equipment as rapidly as possible, submitted to top execs and the client with reasonable assurance that it 
- . a ” . 
be so that they keep oe with the advance of modern high-speed edition printing. can be matched b y the p ublisher. 
* * * @ Here is the answer in a nutshell—screen values in plates must be 
“ @ Yes, Gentlemen, we are in complete accord with your urgent recom- perfectly balanced or ink impressions will not trap on the new multi- 
d , : . 
m mendation, but not just with a nod of the head. color proof presses. 
- @ Our answer has been with action and fulfillment. Following our plan @ Not one, not two, but three of these new revolutionary Vandercook 
to make DOT the foremost photoengraving name in America, we have _ presses at DOT guarantee scientific, machine perfect wet proofing on 
pe completed full conversion of proofing equipment to modern multi-color every DOT proof in the elapsed impression time of 2% seconds. 
oe “wet” proof presses*. @ Why not give us consideration on your next set of plates. It will help 
m @ This should be stirring and vital news to everyone concerned with encourage our ceaseless efforts to keep photoengraving progress ever 
x national color advertising printed by the superior letterpress method. on the move. 
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*Dot has retained adequate 
equipment to proof duotone 
> or four color plates intended 
“ for two-color presses or other 
- specifications. 
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ENGRAVERS, INC. 


600 West Van Buren Street ¢ Chicago 7, Illinois ¢ STate 2-5367 
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Retail Advertising 
for Oil Heating Hit 
$8,567,000 in 1949 


New YorK—Total retail adver- 
tising expenditures for oil heating 
equipment in 1949 were $8,567,000, 
an increase of 69.5% over the 1948 
figure of $5,053,000, according to 
the annual statistical issue of Fuel- 
oil & Oil Heat, published by Heat- 
ing Publishers Inc. 

The large increase last year, the 
publication says, was due to a 
jump in sales of 35% over 1948, 
to a total of 614,712 installations, 
plus an increase per sale from 
$11.10 in 1948 to $13.94 in 1949, 

Retail advertising expenditures 
for 1949 compared with 1948 were 
broken down by the business paper 


as follows: 

Newspapers, up 50% to $4,942,- 
000; direct mail, up 90.6% to $1,- 
032,000; telephone directories, up 
25.2% to $1,174,000; radio and tele- 
vision, up 403% to $1,419,000. 


s “For the first time since the war 
ended,” the magazine says, “dur- 
ing 1949 a majority of oil-heating 
installation sales resulted from the 
salesman approaching the buyer 
instead of the buyer approaching 
the salesman. During the year, 78% 
of all oil-heating equipment was 
bought directly from manufactur- 
ers by dealers. 

“During the first quarter of 
1950,” the magazine reports, “re- 
tail sales, country-wide, are run- 
ning 8% ahead of first quarter 
sales in 1948.” 


Magnus Appoints Prince 


Harold Prince, formerly head of 
the publicity and copy departments 
of Fred Wittner Co., and previously 
with G. M. Basford Co. and Bake- 
lite Corp., has been appointed pub- 
lic relations director of Magnus 
Harmonica Co., Newark, N. J. 


Ad Detector Boosts Ranseen 


Emil L. Ranseen, who has been 
connected with Ad Detector Re- 
search Corp., Chicago, in an ad- 
visory capacity since its founding, 
has been appointed technical di- 
rector and chief statistician. He re- 
places Walter Wesley. 


Siebert Moves to Denver 


Herbert W. Siebert, recently ad- 
vertising manager of the Press, 
Sheridan, Wyo., has been ap- 
pointed advertising manager of the 
East Denver Journal, Denver. 


Wolff Agency Named 


Cathedral Record, division of 
Hermac International Ltd., has ap- 
pointed Lester L. Wolff Adver- 
tising Corp. to handle a campaign 
on a recording of the Pope’s prayer 
for the Holy Year. A square- 
shaped record, it carries on the re- 
verse side a color photograph of 
the Pope. The campaign, scheduled 
to break next month, will employ 
spot radio throughout New York 
state and space in Catholic and 
metropolitan newspapers. 


Dickman Gets Promotion 


Brown Durrell Co., Cambridge, 
Mass., national distributor of Gor- 
don hosiery and underwear, has 
appointed Arthur A. Dickman as 
general sales manager for all di- 
visions. He has been with the com- 
pany for 11 years as sales super- 
visor for Michigan and Ohio. 


“They spend the most 


where the most 1s spent” 


—~ 


“We just can’t walk out without buying anything.” 


Copyright 1949, 


The New Yorker Magazine, Inc, 


THE NEW YORKER concentrates 82% of its circulation in the 41 trading areas where most 
of the retail dollars are spent. To give you an idea: These 41 areas dominate the 30 states 
where 91% of the nation’s jewelry business is done. This explains why THE NEW YORKER 

carries more jewelry advertising than any other magazine. It is profitable to cultivate 
NEW YORKER subscribers. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43x STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE GTHER PEOPLE COPY 


Advertising Age, March 27, 1959 


Intermediate Coins 
Aid to Publishers, 
Senate Group Told 


WASHINGTON—The Senate bank. 
ing and currency committee was 
told Wednesday that the proposed 
intermediate coins would ease the 
cost squeeze faced by “convenience 
goods” vendors and might even- 
tually save consumers five to eight 
billion dollars a year. 

By holding prospective price in- 
creases to a minimum, Edward W. 
Mehren, chairman of the American 
Institute for Intermediate Coinage, 
and president of the Squirt Co, 
explained the proposed coins could 
save four billion dollars in soft 
drinks, beer, cups of coffee, and 
transit fares alone. Other savings 
are indicated from sales taxes and 
two-for-the-price-of-one merchan- 
dise. 

In his plea for intermediate 
coins, Mr. Mehren promised they 
would “restore lost readership to 
the nation by providing flexibility 
in the pricing of magazines and 
daily newspapers.” 


s Arguing that intermediate coin- 
age would be the silent partner of 
harassed circulation managers who 
find themselves trapped between 
a 5¢ and 10¢ price base, he esti- 
mated that consumers could save 
$33,600,000 a year from newsstand 
purchases. 

Nellie Tayler Ross, Director of 
the Mint, is opposing the legisla- 
tion. She told the committee there 
is no public demand for the coins. 

A spokesman for National 
Brands Soft Drink Institute said 
the 7%¢ coin would enable its 
members to advance their prices 
without going to 10¢. 

Richard A. Conover, first vice- 
president, said franchise bottlers 
have been hurt badly by increased 
costs. He said members feared a 
10¢ price would create more prob- 
lems than it would save. 


Doherty Agency Promotes 
Holden and Ireland 


Doherty, Clifford & Shenfield, 
New York, has elected William E. 
Holden, merchandising director, as 
a vice-president. Before joining the 
agency in 1947, Mr. Holden was 


Wm. E. Holden 


Harry M. Ireland 


general manager of affiliated 
products for American Home Prod- 
ucts Corp. 

Harry M. Ireland, account ex- 
ecutive for Bristol-Myers, also has 
been named a vice-president. Mr. 
Ireland, who joined the agency 
early last year, was formerly an 
account executive and vice-presi- 
dent with Compton Advertising. 


the MOST tteciv 


ADVERTISING, 
MERCHANDISING, | 
wind EDITORIAL 
INFLUENCE 
in the DAKOTAS 


JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 


1 P. MALONEY, Adverticeme 
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HATS OFF TO 


15 MILLION LADIES, 
FOR PROVING... 


in the Se 


HAT’VE YOU GOT TO SELL—woman stuff? 
‘Then you speak your piece in the 
women’s service magazines,* don’t you? Just 
about all the national brands do. 
So when you have man stuff to sell, you can 
most profitably tell your story in Esquire — 
the only national service magazine® for men! 


AT 50¢ THE HIGHEST NUMBER READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 


For men and women really read their service 
magazines*—but hard, but thoroughly! 
They're looking for information... they're 
shopping. 

And every month Esquire turns over to you 


a unique slab of those pre-conditioned cus- 
tomers: more than 750,000 men who plunk 
down a half dollar for a copy, or six big bucks 
for the full year’s menu. 


Esquire’s All-Time High in Circulation! 
But that’s not all: Esquire also hands you 9 
extra readers per copy! Yes, 9 on-the-level 
readers vouched for by documented research 
available for your inspection. 

And that adds up to a total audience of 
7,500,000—in the only national service maga- 
zine* for men! : 

No other magazine makes your advertising 
pay off so richly with them as Esquire—the 
only service magazine* for men! 


® 
uve € th S . Magazin x fo M ' a publication serving useful, 
-- MM SEIVICE © TOL ACM | wins, orig intornaton 


ee — 
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EXAMPLE: 
Esquire Sells TRAVEL! 


Last year the Cavalier Hotel 
in Virginia Beach decided to 
give space in Esquire a trial. 


Result No. 1: they were 
swamped with an unprece- 
dented number of inquiries 
—all stemming from their Es- — 
quire advertising. 
Result No. 2: they have made 

Esquire a “must” on all future 
schedules. Yes—advertising is 

potent, resultful...in “the 

service magazine* for men”! 


Why Those 7,500,000 Readers Find 
“It’s A Man’s World” —in the 


NEW APRIL ESQUIRE: 


ESQUIRE’S PERFECT HOUSE —this is the home 
every man will want for his castle after 
blueprinting a path through this ten-page 
supplement on perfection in living. Designed 
by top architects to Esquire’s specifications, it 
embodies everything you’ve ever dream 
about, and some surprises that will be news, 
big news, in your plans for the future. 


EDGE OF PANIC—Part II—by Henry Kane. 
The smashing climax of the murder story 
started in the March issue. Don’t miss either 
part: This is an exciting, breathless tale 

of a man of violent passions who got mixed 
up in murder. 


SONG OF INDIA—a color photograph sequence 

of native East Indian dances by world 

famous photographer Philippe Halsman. 
QUENTIN REYNOLDS * MACKINLAY KANTOR 
JIMMY DUPANTE * OCTAVUS ROY COHEN 


* Service Magazine: 
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John W. Shaw 
Sues Ford, JWT 
for $450,000 


(Continued from Page 1) 
stantially similar, and in some re- 
spects identical, to said advertising 
plan or scheme and said proposed 
advertising material.” 

Shaw said that Ford advertising 
in newspapers, magazines, posters, 
radio, television, car cards and 
other media contained the key 
phrase, “Take the wheel—try the 
feel of the Ford,” and variations on 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® 
900 Kibby St., Lima, U.S.A. 


__“Tntemers top v8. Poe OF 


that theme. 

Some of this advertising, the 
complaint notes, was placed 
through Kenyon & Eckhardt, but 
K&E is not listed as a defendant. 

The Shaw agency charges that 
Ford spent about $3,000,000 in 
media, art work, etc., on the 
“wheel and feel” campaign, and 
that the ads boosted Ford sales. 


ws A regular 15% commission on 
$3,000,000, or $450,000, is the 
amount sought by Shaw from JWT 
and Ford. The complaint alleges 
that Ford refused to pay the 15% 
commission or fee to Shaw, thus 
failing to perform its obligations 
to the plaintiff. 

Further, Shaw says, the presen- 
tation was made after Ford agreed 
to pay the 15% fee if the material 
was used. 

The complaint against J. Walter 
Thompson Co. charges that JWT 
representatives inspected the Ford 
files, saw the Shaw material and 
“appropriated” it. 

The case has been assigned to 
Judge William J. Campbell here. 


Brown Succeeds Johnson 

J. Richard Brown has been ap- 
pointed secretary-treasurer of the 
Southwestern Association of Ad- 
vertising Agencies, succeeding the 
late Alphonso Johnson. Mr. Brown 
is editor of Southwestern Adver- 
tising & Marketing and The South- 
western Purchaser. SAAA head- 
quarters will be moved from the 
Chamber of Commerce Bldg., Dal- 
las, to Mr. Brown’s office in the 
Southland Life Bldg. 


‘Digest’ Carried 27.1 Pages 

In the March tabulation of ad- 
vertising pages and linage in farm 
publications (AA, March 20), Ag- 
ricultural Leader’s Digest was 
listed as carrying 21.1 pages of ad- 
vertising in its March, 1950, issue. 
Actually, the publication carried 
27.1 pages of ads in that issue. 


Returns to 9x12 Trim Size 

Railway Purchases & Stores, Chi- 
cago, which discontinued its 9x12” 
trim size as a war measure in 
1944, will return to that size, ef- 
fective with the July issue. Type 
page size continues to be 7x10” 
and inserts and bleed plates should 
measure 94%x12%4”. 


Advertising Age, March 27, 1950 


Court Holds Alberty Doesn't Need 
to Advertise Product's Limitations 


WasHIncton—The U. S. court 
of appeals here struck down last 
week a Federal Trade Commission 
order which required a drug ad- 
vertiser to tell the public the limi- 
tations as well as the potentialities 
of his product. 

Asserting that the order against 
Ada J. Alberty required the ad- 
vertiser to state that its product 
“is more frequently valueless than 
valuable,” the court said it is one 
thing to guard against falsity and 
fraud, but quite another to require 
“interesting, and perhaps useful, 
information which.is not essential 
to prevent falsity.” 

The court supported FTC’s right 
to force Alberty to state that its 
Oxorin tablets have no therapeutic 
value except in cases of simple iron 
deficiency. But it split two to one 
in deciding that FTC went beyond 


A Joyce, in the picture. Joyces are fashions in shoes. 


But what goes on elsewhere to quadruple Joyce sales 


in four years? 


It’s a matter of combinations. 


Dramatic styling and modern production. Well- 
organized distribution and well-organized advertising 


to the trade. 


And, in consumer magazines, idea and technique. 


For Joyce, Inc., Ayer prepares the campaigns that help 


Joyces step so fleetly ahead. 


N.W. AYER & SON, INC. 


Philadelphia 
San Francisco 


New York 
Hollywood Boston 


Detroit 
Honolulu 


Chicago 


its authority when it insisted on an 
additional clause warning that “the 
condition of lassitude is caused less 
frequently by simple iron defi- 
ciency anemia than by other 
causes.” 


ws Noting that headaches, indiges- 
tion and other ailments stem from 
many causes, the court warned, 
“Under the power claimed, the 
commission could require every 
such advertiser to announce that 
in most cases his remedy will be 
useless. 

“The question before us deals 
with an advertiser who states 
plainly that his product will deal 
with a certain condition when that 
condition arises from one certain 
described cause. 

“The question is whether that ad- 
vertisement is, nevertheless, false 
and fraudulent unless it also states 
that frequently the described con- 
dition springs from other causes 
which will not be reached by the 
product.” 

According to the majority, even 
the broadest concept of FTC's 
power could not justify the order. 
“There is a limit to the commis- 
sion’s power,” the majority said. 
“It is not given a general charter 
to police the expenditure of the 
public’s money or generally to do 
whatever is considered by it to be 
good and beneficial.” 


s But former Assistant Attorney 
General David Bazelon, who was 
recently elevated to the court, 
struck back with a sharp rejoinder. 

“It seems to me that the main 
thrust of the majority opinion is 
toward caution in interfering with 
the ‘right’ to advertise. 

“It decides the commission goes 
too far when its order ‘required 
that the advertiser tell the public 
his product is more frequently 
valueless than valuable.’ 

“I do not find that a startling 
requirement when its function is to 
rebut a false or misleading infer- 
ence that the product is more fre- 
quently valuable than it is value- 
less.” 


a In his dissent, Judge Bazelon 
asserted that the commission is 
supposed “to remedy the con- 
sumer’s patent inability to ascer- 
tain the merit of claims made by 
advertisers.” 

“If that which is left after the 
elimination of all that is expressly 
or inferentially false is hardly 
worth saying, then, of course, it 
need not be said.” 

The court’s decision placed on 
the shoulders of FTC’s new ma- 
jority the next step in the fight 
over “affirmative disclaimers.” 
When the Alberty case was before 
the commission, Commissioner 
Lowell Mason issued a bitter dis- 
sent. Two new commissioners— 
John Carson and James Mead— 
have been appointed since then. 

A second case of “affirmative 
disclaimers”—involving American 
Dietaids—has been held up within 
FTC pending the outcome of the 
Alberty case. FTC must decide 
whether to appeal to the Supreme 
Court in the Alberty case, or to 
drop the issue. 


Hardison Leaves ‘Farm Life’ 


H. C. Hardison will retire as gen- 
eral manager of Western Farm 
Life, Denver, on May 1, after 
nearly 32 years with the publica- 
tion. James H. White, managing 
editor since 1935, will succeed Mr. 
Hardison as general manager, but 
will retain his editorial title and 
head the editorial department. E. 
M. McKim, who has been with the 
publication for the past 16 years, 
for the past 10 as commercial ad- 
vertising sales manager, becomes 
director of advertising. 
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SHORT COPY sells coffee 


You cant make a bad cup of 
rn of 
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“M. J. B. Coffee has been using outdoor advertising consistently through 
wars, depressions and even coffee shortages. It is flexible; delivers a pow- 
erful message while showing the product in full color; and we know of no 
other medium that can give us such total inclusive coverage at strategic 
shopping centers. Outdoor will always be a big part of our program.” 


COLE Ze 


P. H. BEUTER 
Advertising Manager 
uM. 1. 2. OO. 
S One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s E. A. ECKERT ADVERTISING CO. * THE HARRY H. PACKER CO. * BORK POSTER SERVICE * Cc. £. STEVENS CO. 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 


consumers... 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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3,200 Western Union Offices Offering 


New York—Western Union Tel- 
egraph Co. is now in the market 
and opinion research business. Its 
3,200 offices in 2,200 communities 
are offering to market research 
organizations, advertising agencies 
and manufacturers facilities for 
market and opinion research via 
telephone, or by means of ques- 
tionnaires delivered and collected 
by Western Union messengers. 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 


“That i i Wott * 


Leo P. Bott, Jr., 64 E. Jackson, 


Services in Collecting Market Data 


If an agency, a manufacturer or 
a radio station wants to get con- 
sumer opinion about a company, a 
product or a program, or wishes to 
check on buying habits or attitudes, 
on prices or qualities of merchan- 
dise, Western Union will do the 
job. 

H. C. English, general commer- 
cial engineer in charge of the ser- 
vice, explained these services to 
AA last week. 


s “We will spot-check on radio or 
television program reactions for 
advertisers,’ Mr. English said, 
“or we will check on retail dis- 
plays, make traffic counts, bring 
dealer lists up to date, or perform 
other services in this field cal- 


culated to help build sales.” 

Western Union is mailing 10,000 
brochures explaining its service to 
a selected list of potential users. It 
has made checks of various kinds 
for about 15 different companies in 
limited market areas and a number 
of fresh inquiries have been re- 
ceived on which quotations have 
been made. 


= Cost of the service varies, Mr. 
English said, but on most of the re- 
search jobs that have been done 
since the service started in a small 
way last January the cost has 
ranged from 5¢ to 10¢ per call. 

“No. set rate pattern has been 
established as yet,” Mr. English 
said, “because the undertaking is 
still too new and has to be kept as 
flexible as possible. Charges are 
based on the hours involved, per- 
sonnel required and the number of 
calls to be made. 

“A radio station in Seattle is 
planning a check on radio listening 


within its network area which may 
involve 20,000 to 30,000 separate 
telephone calls. These calls will be 
divided among local offices and 
the totals consolidated at the 
Seattle office of Western Union.” 


es Mr. English emphasized that all 
research projects are handled by 
local field offices which control all 
operations that originate in their 
areas. Western Union headquarters 
in New York merely supervises 
and helps to coordinate operations 
if necessary. All quotations, how- 
ever, have to be okayed in New 
York. 

Every one of the 3,200 West- 
ern Union offices, Mr. English 
said, is equipped to initiate a re- 
search survey. If something out of 
the ordinary should develop, a 
local office can call on the services 
of other field offices for assistance. 


w Although the service was inau- 
gurated in January, Western Union 


AS 
ADVERTISED 


TRUE STORY 
WOMENS GROUP 
YOPE'S SOAP |q: 


THROUGH 


TRUE Story 
Woment Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


1. In one package, you reach 8,575,000 women...shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30’s or younger. 


2. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand! 


3. 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 


TSWG speaks their language. 


4. They’re the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


7 


Advertising Age, March 27, 195mm 


made an exploratory operational 
test of the service in the latter pag 
of 1949 in 339 communities whigi 
involved 6,000 phone calls, plus @ 
questionnaire of 14 questions, The 
latter was delivered and collecte@ 
by local Western Union messens 
gers. 

As a result of this test the service 
now being offered was inaugus 
rated. As previously reported (AA; 
Sept. 5, 49), A. K. Mitchell, direc. 
tor of sales and services of West- 
ern Union, told AA that he an- 
ticipated the company’s then pro- 
jected public opinion § surveys 
would be limited to actual inter- 
viewing of selected individuals in 
the manner prescribed by the 
client. 

“We will not only interview @ 
designated group of individuals,” 
Mr. Mitchell said at that time, 
“but, if requested to do so, will 
also undertake to select the persong 
to be interviewed, on the basis of 
specifications outlined by clients.” 


ws During the past week, Mr, 
Mitchell told AA that what he had 
described last fall was the basis on 
which the present operation is 
being conducted. 

This was further emphasized by 
Mr. English, who said that Western 
Union will not attempt to tell a 
client what or how to do a market- 
ing or public opinion survey, nor 
will the company attempt to inter- 
pret the results of a survey. 

During the next month, Mr, 
English said, Western Union sales- 
men in field offices will make 
an intensive campaign to sell the 
service to local clients and pros- 
pects. 

Asked whether the company 
contemplates doing any advertis- 
ing, Mr. English said that for the 
present no advertising is planned. 
He added, however, that if the ser- 
vice grows and if public reaction 
to it is favorable “the manage- 
ment may consider national adver- 
tising. But we are not even con- 
sidering this at the moment.” 


WU MAY BUY AT&T 
TELEGRAPH SERVICES 


NEw YorK—-Western Union Tel- 
egraph Co. reported a deficit for 
1949 of $3,363,406. In 1948, sale of 
real estate for $4,115,572 cut the 
net loss from $4,287,193 to $171,- 
621. 

In his annual report to stock- 
holders, Walter P. Marshall, pres- 
ident of WU, said legislation is 
needed to permit the company to 
“offer to purchase cable and radio 
facilities of the various American 
companies operating in the inter- 
national field.” 

Discussions are being held, he 
said, with American Telephone & 
Telegraph Co., “seeking its agree- 
ment for the acquisition by West- 
ern Union of the telegraph ser- 
vices now provided by the tele- 
phone company.” He also said that 
the subject of a merged interna- 
tional telegraph system was being 
considered. 


# In line with an accelerated pro- | 
gram of mechanization, Western 
Union has stepped up its system 
of leased private wires to industry. 
Revenue from that source rose 
32% over 1948 to a peak of $8,130,- 
710. Telemeter service, a direct 
communication system between 
customers whose message volume 
does not warrant leased circuits, 
produced a record $2,405,420 last 
year. Revenues from messenger 
service incfeased 19% over 1948 
to a postwar high of $1,235,461. 


Adclub Forms in Quebec 


An Advertising and Sales Club 
has been formed in Quebec City, 
with an initial membership of 
close to 100. Its president is Pierre 
Amyot, general manager of Do- 
minion Corset Co. The organization 
is affiliated with the Federation 
of Advertising and Sales Clubs 
of Canada. 
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Conventions 


March 27-30, Canadian Association of 
Mroadcasters, annual convention, Hotel 
General Brock, Niagara Falls, Ont. 
March 28-31. Premium Advertising As- 
pciation of America, 17th annual na- 
ional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

March 29-31. Association of National 
Advertisers, annual meeting, The Home- 
Mistead, Hot Springs, Va. 

y March 30-April 1. American Associa- 

Mumtion of Advertising Agencies, annual meet- 
ing, Greenbrier, White Sulphur Springs, 
W. Va. 

March 31-April 1. Association of Na- 
tional Advertisers and American Associa- 
tion of Advertising Agencies, joint meet- 
ing, the Greenbrier, White Sulphur 
m Springs, W. Va. 

April 11-22. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 12-19. National Association of 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
a Chicago. 
= May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, eting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24, Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


Shugert Named Treasurer 
of NIAA to Succeed Davis 


Charles W. Shugert of the Shell 
Oil Co., New York, has been ap- 

pointed secretary-treasurer of the 
| National Industrial Advertisers 
Association, to fill out the unex- 
pired term of Adin L. Davis, for- 

mer advertising manager of the 
\ Worthington Pump & Machinery 
Corp., who resigned when he was 
recently elected managing direc- 
tor of the Controlled Circulation 
Audit. The term runs through 
August when the association’s fis- 
cal year ends. 


Lesner Joins McGraw-Hill 


Fred E. Lesner, formerly in the 
research department of the air 
conditioning division of General 
Electric Co., and of United States 
Rubber Co., has been appointed 
promotion-research manager of 
Food Industries and Chemical En- 
—". McGraw-Hill publica- 
ions. 


Joins ‘Class A’ Weeklies 


Jack P. Hughes, formerly ad- 
vertising manager of Forest & 
| Outdoors, has been appointed east- 
ern representative of “Class A” 
Weeklies, with offices at 432 On- 
tario St., Montreal. 


ee 


WOY is the BIG audience coverage station of the Great Northeast 


16-1 
WOY 


WHERE? ... 


markets! 


IN NEW YORK 


Albany Hudson 
Amsterdam Johnstown 
Glens Falls Norwich 
Gloversville Oneonta 
Utica 


IN MASSACHUSETTS 


Pittsfield 


North Adams 


IN VERMONT 


... And all the territory in between 


Rutland 


in YOUR favor, for with WGY an advertiser can actually 
cover sixteen metropolitan markets with ONE station! 


and only WGY can deliver audiences in so many individual 


Rome 

Saratoga Springs 
Schenectady 
Troy 
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HOW?... 


COVE RAGE _ 50,00 power-full watts serving 16 cities 


with a metropolitan population of | million, 247 thousand. This 16-city 
area alone can claim retail sales of | billion, 162 million, 225 thousand 
dollars. A Hooper Survey just completed proves that WGY reaches 55% 
more evening radio listeners in the 16 markets than the next best station. 


WGY 
WwGY 
WGY 


WwGY 


WHY?... 


is the only clear channel station serving the area. . . 
50,000 watts power on a low frequency! 


has been a listening habit since 1922! 


is the ONLY NBC station in the area. Other network 
audiences are divided among: 3 stations for CBS, 5 
stations for ABC, 6 stations for MBS. 


is owned and operated by the General Electric Com- 
pany, thus assuring finest station operation in the area. 


WHEN?... 


WGY provides: 


MORE MARKETS than any other upstate New York station. 
LARGER AUDIENCES than any other station in the area. 
WIDER COVERAGE than any other station in the area. 


RI GH T N OW if your product is distributed in upstate 


New York and Western New England. Your message on WGY will 
assure you of domination of the listening audience in the area, because 


LOWER COST than any combination of stations in the area to reach 


the 16 markets. 


For the complete story on WGY, 
its programs and availabilities, 


call your nearest NBC Spot Salesman! 


Represented Nationally by NBC Spot Sales 


WGYF 


A GENERAL ELECTRIC STATIO 
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Antihistamine Honeymoon Is Over 


When ADVERTISING AGE writers shopped 110 drug stores throughout 
the country at the turn of the year to find out what was happening 
to antihistamine preparations, it reported, among other things, that 
the type of medical opposition to over-the-counter sales which had 
been the prime cause of the death of the vitamin capsule business 
had not yet made its appearance in the cold remedy field. 

The Federal Trade Commission charges against Resistab and 
Anahist, issued last week, plus increasing indications that the medical 
profession is loading both barrels for a charge against the over-the- 
counter sale of antihistamines, means the honeymoon is over for 
these products. 

The FTC charges are serious, particularly in view of the recent 
amendment which puts penalty teeth of no mean biting power behind 
FTC rulings. 

But in our opinion, the stand of the medical profession may be 
more important to the producers of antihistamines in the long run 
than the action of any governmental regulatory body. This was all 
too clearly demonstrated in the case of vitamin preparations, which 
were never under serious attack by anyone as harmful to anybody, 
but which were nevertheless effectively killed as an over-the-counter 
sales item by a preponderant weight of medical opinion. 

We hope the FTC action will be fought vigorously by the manu- 
facturers involved, to the end that a complete and open airing of the 
situation can be developed. The public deserves such an airing, and 
it seems reasonable to suppose that the manufacturers of over-the- 
counter antihistamines cannot survive without proving their case 
beyond reasonable doubt. 

In any event, from a strictly merchandising standpoint, it seems 
that the antihistamine producers will do well to keep their claims 
as factual as possible, and provide adequate warnings of possible side 
effects, if they want to avoid the possibility of an all-out war on the 
drugs from the medical profession, regardless of the outcome of the 
FTC actions. 


Prof. Neil Borden Comes to the Rescue 


Several times ADVERTISING AGE has expressed the editorial view- 
point that crusades to bring the ratio between advertising expendi- 
tures and national income up to some historically “correct” figure 
(it was 3.9% in 1920 and only a fraction over 2% last year) are point- 
less. 

Our contention has been that no one knows what percentage of the 
national income is the “correct” one to spend on advertising, and 
that the sensible thing is for each company to make certain that it 
is spending a large enough amount to perform the particular ob- 
jective it has in mind, rather than trying to achieve some historical 
(and not necessarily accurate) relationship. 

So far as we know, ours has been a lone voice crying in the wilder- 
ness. But last week Prof. Neil Borden of Harvard University, acknowl- 
edged as the country’s leading expert on advertising and its economic 
effects and aspects, published an article in the Harvard Business Re- 
view which puts him on our side, at least to the extent that he ad- 
vances seven reasons for the declining ratio between advertising ex- 
penditures and national income, and says pretty bluntly that the 
percentage of national income spent for advertising is likely to decline, 
rather than increase, in the future. This, of course, does not mean that 
the dollar volume of advertising cannot continue to rise. 

To us it still seems clear that the problem of any individual busi- 
ness is to make certain it is doing a competent and adequate adver- 
tising job, without worrying too much about percentages and ratios. 


—Lichty, Chicago Sun-Times 


“Books? ... what do we need books for?... we got a radio and television set!” 
/ - 
What They're Saying 
Thoughts on Price Cutting It is not a problem easy of solu- 


Competition comprises the very 
heart of the American system of 
private enterprise, about the 
achievements of which we like to 
boast. 

Competition may take many 
forms but certainly one of the 
most important involves prices. 
When price competition is ended, 
a critical, if not fatal, blow is 
struck at free enterprise. 

This is well recognized among 
students of economics, yet last 
week a well known trade associa- 
tion sent a letter to its members 
which began in this fashion: 

“Price cutting is extending its 
‘octopus-like tentacles’ to embrace 
more and more markets through- 
out the country. If this monster 
is permitted to continue unbridled, 
it will destroy the free competitive 
enterprise system within our in- 
dustry.” 

So there you have it—octopus, 
tentacles, monsters and all! 

This trade association insists 
that if there is price competition 
some of its members will be forced 
to the wall. 

We have always supposed that 
one of the costs of the free enter- 
prise system was the failure of 
those businesses that could not 
slash their costs, improve their ef- 
ficiencies and make a profit despite 
keen competition. We supposed 
that that was one of the driving 
forces that made this free enter- 
prise system of ours superior to 
the cartelization found in some 
countries and the government di- 
rectives found in others. 

Another bulletin issued by this 
same association complains of 
overproduction by manufacturers 
and says that as a result there is 
a dumping of surplus goods and a 
demoralization of prices. 

One sees here on a small scale 
the same problem that causes so 
much trouble in agriculture. In its 
essence it is the problem of an 
economy of scarcity (of anything) 
versus an economy of abundance, 
a holding down of production to 
maintain prices versus an encour- 
aging of large output and lower 
prices to spur consumption. 


tion and maybe some sort of a 
compromise middle ground must 
be worked out. Certainly the 
farmers should not be forced to 
operate in an economy of abun- 
dance while industry follows the 


practices of an economy of scarcity. 
—Robert P. Vanderpoel in the Chi- 
cago Herald American. 


Daytime Television 

We've learned much at WABD 
during the,past 17 months about 
housewives and their habits. One 
thing ...is that the “little woman” 
isn’t perpetually “on the go’—she 


does take time out at intervals, for | °° 


a cup of coffee or a visit with 
WABD... 

WABD initialed its daytime ser- 
vice with a 7 a.m. period and fol- 
lowed through until 6 p.m... But 
we learned an important lesson in 
rather short order—the housewife 
could not be distracted from her 
early morning chores... 

Now we allow plenty of time for 
clearing the dishes, the dusting 
and “setting to rights” tasks before 
we ring her television bell for our 
morning visit, and we depart at 
4 p.m. because she has told us 
iuiat is when her dinner prepara- 
tions begin. 

Our present schedule starts at 


10:45 a.m, 
—Chris J. Witting, Assistant Direc- 
tor, DuMont Television Network, be- 
fore 1950 Television Institute. 


Fantastic Fantasy 

If anyone had offered to bet that 
we should one day hear a radio 
commercial which, by comparison, 
would make the most sophomoric 
singing commercial seem like a 
minor classic, we’d have laid fancy 
odds against such a possibility. 

We'd have lost, too. We’ve just 
heard one, and it went like this: 

“Folks, this is a private an- 
nouncement. Because we aren’t 
spending a lot of money to ad- 
vertise these bedroom suites to the 
general public, you can buy one 
for the unheard of price of 
$59.95...” 

We record this as an example of 
the type of client this agency is 
not equipped to serve. 


—Newspaper ad for Gray & Rogers, 
Philadelphia. 
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Rough Proofs | 


“Return seen of toys selling for 
a dime,” headlines the world’s 
greatest advertising journal. 

Maybe the _  five-and-ten-cent 
store is really going to sell things 
for 5¢ and 10¢ again. 


If any of the old guard Repub- 
licans of 1920 were still around, 
the return of 5¢ and 10¢ toys and 
novelties could logically be re- 
garded as evidence of the back to 
normalcy movement. 


The current successful test of 
Beauty Milk shampoo recalls the 
experiment of a gold fish fancier 
in restoring one of his pets to life 
by immersion in a salt water and 
milk bath. 

. 


In a recent exhibition game, 
thé Boston Red Sox got off to a 
6-to-0 lead and then finally blew 
the game to the Yankees. 

Sounds familiar, doesn’t it? 


Joe McCarthy, whose Red Sox 
lost the pennant by the narrowest 
possible margins in 1948 and 1949, 
must be asking the ex-Yank man- 
ager, “Just what do you have to do 
to win a pennant in this league?” 


Those new and wonderful think- 
ing machines, which can solve in- 
tricate mathematical problems 
with amazing skill and accuracy, 
but occasionally have nervous 
breakdowns, will get a lot of sym- 
pathy from harried account ex- 
ecutives. 

* 


“Everyone cannot be interest- 
Owes everyone is not capable 
-”’ of using the magic forces of 
nature, say the Rosicrucians. 

But exceptions are made for 
those who answer the ads. 


The Minneapolis Star and Trib- 
une’s list of words presented to 
contestants in its spelling bees is 
formidable enough to make copy 
writers glad they have their dic- 
tionaries handy. 


“Don’t treat the physician as if he 
were a corpse,” Bert Butterworth 
advises medical advertisers. 

If you do, you may find yourself 
on the wrong end of a post mortem. 


Chrysler products are imagin- 
eered, and International Harvester 
promises that its refrigerators are 
femineered, apparently leaving a 
wide opening for the company 
whose line is engineered. 


Neil Borden thinks the ratio of 
ad expenditures to national income 
will continue to decline, but may- 
be he isn’t giving enough emphasis 
to the fact that America will con- 
tinue to produce Thomas A. Edi- 
sons, Henry Fords and Charles F. 
Ketterings. 

* 


WSBT is trying to show adver- 
tisers and agencies the import- 
ance of the South Bend market. 
Why not simplify the picture for 
everybody by just saying it’s as 
sensational as Studebaker? 

Copy Cus. 
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“| FORTHE FIRST TIME 
IN PHILADELPHIA—YOU 

CAN BUY FULL COLOR 
-| IN A DAILY NEWSPAPER — 


in- 
ms 
cy, 
ous 
a 
2X- , 
st- 
ble 
of ; 
To help you sell more goods in the nation’s third 
for ° : 
biggest market, THE INQUIRER now makes it 
2 possible to buy 2, 3 and 4-color space in page 
i ; units run of paper. A few advertisers have 
oO ‘ 
is already run color ads in THE DAILY INQUIRER. 
“df The results are the talk of Philadelphia. And 
° the advertisers report complete satisfaction 
Again THE INQUIRER . P , 
‘5 FIRST! with reproduction and response. Write or wire 
1e 
h is for details or samples of ads that have run, 
If The Philadelphia Inquirer is FIRST in total 
n. advertising linage carried in Philadelphia. 
Now it is FIRST in offering national and 
- retail advertisers the selling force of full 
. color in a Philadelphia daily newspaper. 
e 
a 
y 
f NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
B 
Ss 


ts Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
_ West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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First National Ad 
Drive on Stanley 
Waxes Set tor May 


New York—National advertis- 
ing will be undertaken in May for 
the first time by Stanley Home 
Products, Westfield, Mass., manu- 
facturer of waxes, polishes, brush- 
es and cleaning equipment. 

Full pages in b&w will be used 
monthly through the remainder of 
the year in Good Housekeeping, 
Ladies’ Home Journal and Life. 
Charles W. Hoyt Co., New York, 
is the agency. 

Founded in 1931, the company 
sponsored, institutionally, the 
Boystown Choir of Boystown, Neb., 
over ABC during the holiday sea- 
son last year. 


a The company markets its prod- 
ucts through several thousand in- 
dependent Stanley dealers through- 
out the country who, in turn, 
distribute the products to women 
through the so-called Stanley 
“hostess party plan.” 

The company’s advertising, in 
addition to featuring merchandise, 
will emphasize the comfort and 
convenience of shopping at Stanley 
hostess parties. About 10,000 of 
these now are held daily, accord- 
ing to A. F. Regensburger, vice- 
president in charge of sales. 

Simultaneously with the an- 
nouncement of its advertising pro- 
gram, the company also announced 
the appointment of James M. Cot- 
tingham Jr. as advertising mana- 
ger, and E. J. Samuel as director 
of public relations. 


Appoints James Kearns 


James W. Kearns has been 
named a sales engineer of the plas- 
tics division of Continental Can 
Co., Cambridge, O. He will be re- 
sponsible for the sale of custom 
molded plastic parts in the eastern 
area and will handle preliminary 
requests for information concern- 
ing the sale of laminated sheets in 
his territory. Mr. Kearns will make 
his headquarters in New York. 


Reappoints BSF&D 

For the 14th consecutive year, 
Brooke, Smith, French & Dorrance, 
New York, has been reappointed 
by the Maine Potato Advisory 
Committee, Augusta, Me., to di- 
rect the advertising and market- 
ing of Maine potatoes. A state tax 
of 1¢ a barrel has been in force 
since 1937 to support potato pro- 
motion. 


"THERE'S CONCENTRATED . 

BUYING POWER IN. 
WINSTON-SALEM 
LOOK AT THE EVIDENCE 


Za 
1948 

Per Family 

Effective Buying Income 
$5,522.00* 
Since 1946 An Increase 
of 
34.3% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 
POWER 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY) EVENING 
Nationa! Representatwe KELLY-SMITH COMPANY 


WSM.-TV Gets Extension 


WSM-TV, Nashville, has been 
granted modification and exten- 
sion of the construction permit by 
FCC. Nashville expects to have 
television by late summer. The 
transmitter will be located at 14th 
and Compton Aves. 


Kastor Appoints Gillis 


John C. Gillis, formerly with 
Phil Gordon Agency, has been 
named an account executive of 
H. W. Kastor & Sons Advertising 
Co., Chicago. 


‘Seventeen’ Names Two 


Rosemary McMurtry, merchan- 
dise editor of Seventeen, has been 
appointed director of the fashion 
department, and Joan Fenton has 
been moved up from assistant art 
director to art director. 


Helmick Appoints Kimball 


Abbott Kimball Co., Los An- 
geles, has been appointed by 
Howard Helmick, West Coast dis- 
tributor of Life Prot-Egg shampoo, 
to direct advertising and sales pro- 
motion. 


Hansen Named to New Post 


William H. Hansen has been ap- 
pointed to the newly created post 
of director of sales budgets of 
Landers, Frary & Clark, New Bri- 
tain, Conn. He has been an official 
of the company for a number of 
years. 


Young to ‘Furniture Age’ 

Glover M. Young, formerly 
Chicago manager of Woman’s Day, 
has been appointed midwestern ad- 
vertising sales representative of 
Furniture Age, Chicago. 


Advertising Age, March 27, ig@ 
Rose Marx Ups Ad Budge: 


Rose Marx Brassieres 
Toronto, has increased its advertig, 
ing budget for 1950. Street c@ 
cards in metropolitan § cent 
newspapers, trade publications ang 
outdoor posters will be 
Muter, Culiner, Frankfurter 4 
Gould, Toronto, is the agency. 


MacLeod Reelected President 
L. C. MacLeod, of Monsanto 
Canada Ltd., Montreal, has beep 
reelected president of the Society 
of Plastics Industry (Canada) Ine. 
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That's the important thing about Ohio—farm income stays 
high every month. It’s steady. 
Why—when most other states fluctuate widely? ‘Crop variety is the answer 
—and it’s the reason smart advertisers go after this better farm market. 
Ohio farmers produce a big variety of crops and therefore count big profits 
every month. Ohio is among the top ten states in crops like winter wheat, 
hogs and sheep, dairy products, soybeans, corn and many others. 
Yes, farming in Ohio is year round... income is year round ... spending 


is year round! 


Important, too, is the fact that through the years, as through the year, Ohio 
farmers enjoy a steadiness unmatched by most of the top third farm states. 
You can profit from this security. 


*Based on 3-year average cash receipts from farm marketings. Source U.S.D.A. Farm Income Situatiom 
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Hooper Appoints Shadboit 
Preston E. Shadboit, for seven 
years general secretary of the 
YMCA, Norwalk, Conn., has been 
appointed general manager in 
charge of operations for the Nor- 
walk production headquarters of 


used fc, E. Hooper Inc, He will assume 


| [Steady Buying Power. Here’s proof 
of the steadiness of Ohio farmers’ income. 
Among the few states that can match Ohio’s 
month-by-month high-level earnings are Michi- 
gan and Pennsylvania, also served by their own 
state farm papers—MICHIGAN FARMER and 
PENNSYLVANIA FARMER. Write THE OHIO 
FARMER, V1013 Rockwell Ave., Cleveland, 
- for the full story. 


ation. 


his duties about April 1. 


Maish Opens Toledo Branch 
Jay H. Maish Co., Marion, O., 
agency, has opened a Toledo of- 
fice at 311 Ohio Bldg. to service 
new accounts in that area. Carl 
Eversole heads the new office. 


Joys Rejoins A. O. Smith 


Carl Joys Jr. has rejoined A. O. 
Smith Corp., Milwaukee, as an as- 
sistant to the president. Mr. Joys 
was with the company from 1924 
until 1939, when he established 
his own sales company. Later he 
was a sales executive of General 
American Transportation Co. 


Open Art Service in Dallas 

Bradford-Nesbitt Art Service 
has opened offices at 617 Commer- 
cial Bldg., Dallas. Partners in the 
new company are H. E. Bradford 
and Joe Nesbitt. 


Former Visitors Are Florida's Best Boosters 


Mrami—Over 50% of the tour- 
ists interviewed here in a recent 
survey said they were influenced 
to come to Florida for a winter va- 
cation by the recommendations of 
former visitors. 

Other sources causing tourists to 
decide to vacation here, and the 
percentage of people influenced by 
each, were: (1) newspaper ads, 
13.8%; (2) news items, 6.6%; (3) 
magazine ads, 6.0%; (4) news- 
reels, 5.7%; (5) pamphlets and 


radio, 3.3% each, and (6) miscel- 
laneous, 10.5%. 


s Half of the tourists came here by 
train, the survey revealed, while 
34% came by car and 14% by 
plane. Most of them stayed in 
hotels, and their favorite amuse- 
ments were swimming and sun 
bathing, with horse racing also 
high on the popularity list. 

The survey was sponsored by the 
Miami Beach Hotel Owners’ As- 
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sociation and was conducted by the 
department of marketing, Univer- 
sity of Miami. 


Tut Appoints Huguenin 


Huguenin Co., Auburn, N, Y., 
has been named to handle the ad- 
vertising of Tut Inc., Auburn. A 
trade publication campaign will be 
launched to introduce the com- 
pany’s new Tuformit process— 
used for thin wall plastic custom 
molding. This campaign will be 
supplemented by direct mail ad- 
vertising. 


To Wasser, Kay & Phillips 

Wasser, Kay & Phillips, Pitts- 
burgh, has been retained to handle 
the advertising of George E. Drake 
Baking Co., Pittsburgh. The great- 
est portion of the company’s ad 
budget is being used in television. 
The account was formerly di- 
rected by Business Public Rela- 
tions. 


Moser Joins ‘Better Farms’ 

L. C. Moser, formerly editor of 
National Live Stock Producer, Chi- 
cago, has taken over the editorial 
and business management of 
Better Farms, Buffalo. 


UnOUS 
isis 


In 1884 Paul Nipkow in- 
vented the television scan- 
ning disc and thus began 
the history of television. 


* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation, 
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of all available market data in 


will be accepted. 


3. It must be available for 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ApverTISING AGE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 


Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ADveRTISING AGE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


all fields. 


distribution to advertisers and 


Dixie Names Gordon-Allison 


Dixie Foundry Co., Cleveland, 
manufacturer of the Dixie and 
Cleveland lines of gas ranges and 
cookers, has appointed Gordon- 
Allison & Co., Atlanta, to handle 
its account. The agency is prepar- 
ing a merchandising kit for deal- 
ers for promotion of Dixie’s new 
line of stoves at the July furniture 
market, and trade publications 
will be used 


er 


Kal Agency Names Dobrow 


Kal, Ehrlich & Merrick, Wash- 
ington, has named Laurence Dob- 
row, who has been with the 
agency during the past year, as 
newspaper copy chief. Mr. Dobrow 
served as copywriter with Bloom- 
ingdale Bros. before joining the 
agency. 


Florence Names Hamilton 


Frank X. Hamilton has been ap- 
pointed sales promotion manager 
for the eastern sales division of the 
Florence Stove Co., New York. He 
was formerly advertising and sales 
training manager of the Times Ap- 
pliance Co., Westinghouse distri- 
butor in metropolitan New York, 


Appoint West-Marquis 


Hospital Service of Southern 
California (Blue Cross) and Cali- 
fornia Physicians Service (Blue 
Shield) have named the Los An- 
geles office of West-Marquis to 
direct the southern California ad- 
vertising for Blue Cross and Blue 


Shield 


afford homes of the 


¥ 


“ 
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The Zl , market \ 
for GARDENING 
SUPPLIES 


In THE ELKS MAGAZINE you can plant your sales story 
before 928,010* men—all over the age of 21—of 
whom 68.9% are home owners. What's more, Elks can 


gardens the pride of their communities. 
advertising in The Elks to cultivate more sales. 


better type, for their median 


annual combined family income is $5,472.33—twice 
the national average. Here is a great market of mature, 
active men who can afford to keep their lawns and 


Plant your 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


HE "QO MAGAZINE 
NEW YORK «+ CHICAGO « DETROIT - LOS ANGELES 


‘Adopt Statesmanlike 
Tax Policy.’ Zeintz 
Advises Retailers 


New York—‘Retailers and pro- 
ducers must formulate a more 
statesmanlike tax policy based up- 
on what is good for purchasing 
power,” Bernard Zeintz, vice-pres- 
ident and merchandising manager 
of housewares, City Stores Mer- 
cantile Co., told members of the 
National Conference of Business 
Paper Editors. 

Mr. Zeintz said that 26¢ out of 
each dollar goes for indirect taxes. 
He enumerated 126 different taxes 
on a pair of shoes; 78 on a quart 
of milk; 148 on overalls; 191 on 
fencing; 142 on a plow; 154 on a 
cake of soap; and 201 on a gallon 
of gasoline. 

Engineers of the Radio Corp. of 
America demonstrated to the edi- 
tors a TV unit for industrial and 
educational use (AA, March 13). 

Discussions and demonstrations 
in industrial color television in- 
stallations were made by engineers 
of the television transmitter divi- 
sion of DuMont Laboratories. 

About 70 editors of member pub- 
lications of Associated Business 
Publications attended the con- 
ference. 


New ‘PR Handbook’ 
by Lesly Designed 
as Reference Work 


New YorkK—“Public Relations 

Handbook,” a 902-page volume 
designed as a reference work for 
persons interested in obtaining 
data on specific public relations 
problems, has been published by 
Prentice-Hall Inc., priced at $10. 
Readers will find the handbook 
somewhat similar in size, format 
and approach to chemical or en- 
gineering handbooks. Philip Lesly, 
president of the Philip Lesly Co., 
Chicago public relations counsel, 
who edited the volume, concedes 
that it is impossible to set up tables 
and charts that can be followed by 
anyone at any time. 
His objective, however, has 
been to compile “a guide, a source- 
book, a reminder, a stimulator that 
will enable anyone with imagina- 
tion and intelligence to chart his 
own course and be sure he is pro- 
ceeding along sound lines.” 


# Contributors to the volume in- 
clude J. Carlisle MacDonald, as- 
sistant to the chairman of the 
board, United States Steel Corp.: 
Verne Burnett, partner, Verne 
Burnett Associates, New York; 
Howard A. Praeger, advertising 
manager, Brooklyn Union Gas Co.; 
Robert Lindquist, vice-president, 
LaSalle National Bank of Chicago; 
Sidney H. Eiges, vice-president, 
National Broadcasting Co.; Marion 
Harper Jr., president of McCann- 
Erickson, and John Orr Young, 
John Orr Young & Associates. 


Kostka Joins MacGruder; New 
Ofticers Head Denver Agency 
William Kostka, who resigned as 
advertising and public relations 
director of U- 
nited Brewers a 
year ago to form 
a public relations 
company in Den- 
ver, has joined 
W. W. MacGru- 
der Inc., Denver, 
as executive vice- 
president and 
general manager. 
He will continue 
to operate his 
own company, 

William Kostka 
& Associates. 


The agency’s name will. be 
changed to MacGruder, Bakewell 
& Kostka. Robert D. MacGruder, 
brother of the late W. W. Mac- 
Gruder, who died in February, 
will be president, and George 
Bakewell Jr. will be secretary- 


Wm.. Kostka 


treasurer. 
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C. A. (Pat) Patterson, publisher of American Restaurant and American 
Motel Magazine, Chicago, who suffered a broken arm in a fall at home 
a few weeks ago, is getting along in fine shape and will soon be back at 
work. . . Arthur Hull Hayes, v.p. of CBS in San Francisco and general 
manager of KCBS, is in Palo Alto Hospital for surgery; expects to be 
back at the studios early in April. . . 

The National Better Business Bureau’s directors paid tribute to 
Edward L. Greene, the bureau’s general manager for the past 25 years, 
at a silver anniversary 
luncheon in his honor at the 
Waldorf-Astoria March 15. 
An oil portrait of Mr. 
Greene, painted by Ray- 
mond P. R. Neilson, was 
presented to him by Phillips 
Wyman, publisher of Red- 
book, with a scroll listing 
the names of more than 300 
donors William R. 
McAndrew, general man- 
ager of WRC and WNBW, 
NBC stations in Washington, 
has been elected president 
of the Radio Correspond- 
ents’ Association, succeed- 
ing Elmer Davis . 

The idea for an open 
house party to be given by 
all the companies in the 
Graphic Arts Bldg., Port- 
land, Ore., where there is 
“a printer behind every 
door that. doesn’t house an 
advertising agency,” was 
conceived by Ormond A. 
Binford, assistant general 
manager of Metropolitan 
Printing Co., owner of the 
building. The party came 
off all right, and some 600 
guests enjoyed themselves. 
But at the time, Binford, 
who also is president of the 
Portland Junior Chamber of 
Commerce, was in Manila attending the Jaycee International conven- 
tion—so he phoned his greetings from the Philippines during the 
evening. . . 

Willard A. Pleuthner, a v.p. at Batten, Barton, Durstine & Osborn, 
New York, went into seclusion at the Cloister, Sea Island, Ga., to put 
the finishing touches on his book, “Getting More People Into Church; 
Help from Tested Business Methods,” to be published in May by Wilcox 
& Follett... W. D. McDonald, of Henri, Hurst & McDonald, Chicago, is 
spending a month with his family in Vero Beach, Fla. . . 

L. W. Averill, classified ad manager of the Sacramento Bee, is cele- 
brating 35 years with the McClatchy newspaper this month. He worked, 
first, as classified solicitor, and when the classified department was 
organized in 1924, became its manager. . . 

Three well known British admen are now Members of Parliament as 
a result of the recent general election: F. P. Bishop, Conservative mem- 
ber for Harrow Central; John Rodgers, Conservative member for 
Sevenoaks; and Ian Harvey, Conservative member for Harrow East. 
Mr. Bishop, general manager of Newsprint Supply Co., was formerly 
assistant manager of the London Times; Mr. Rodgers, chairman of British 
Market Research Bureau, is a director of J. Walter ——e Co.; and 
Mr. Harvey is a director of W. S. Crawford Ltd. . 


HOLIDAY—Neal Nyland, vice-president of Benton 

& Bowles, and Mrs. Nyland smile for the photo- 

grapher in the gardens of Par-la-Ville during a 
vacation in Bermuda. 


VEN a 4 vA 


LUAU PARTY—Enjoying a Hawaiian Luau party in Honolulu are (left to right) Irwin 

A. Vladimir, president of Irwin Viadimir & Co., Mrs. Thurston, Mrs. Vladimir, and 

Robert Thurston, vice-president and national advertising director of the Honolulu 
Advertiser. 


John Gannett, son of Guy P. Gannett, publisher of the Portland Herald, 
Express and Telegram and other Maine papers, has returned from Japan, 
and retired from the Army to join his father in the publishing business. 

. Lee Stewart, head of Lee Stewart Advertising, Philadelphia, has 
turned disc jockey with an early morning show on Station WHAT... 


Abbie Wallace, circulation manager of the New York World-Telegram 
and Sun, has been promoted from major to lieutenant colonel in the 1st 
Air Force. He is executive officer of the 9007 voluntary air reserve 
training wing... 

Jack de Russy, NBC’s spot sales manager, is the father of a baby girl 
born March 1 at Passaic General Hospital in New Jersey. Mrs. de Russy 
is a:‘former NBC secretary. . . And Ed Evans, film program director of 
WPIX, New York, joined the ranks of fathers March 4, when a son 
arrived at Lenox Hill Hospital. . . 
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_ the group 
with the 


Sunday 
Punch 


New York 17, N. ¥., News Building, 220 East 42nd Street, VAnderbilt 6-4894 
San Francisco 4, Cal., 


PULLING 


In an area accounting for 


over 1/3 of total U.S. sales. 


The effectiveness of any advertisement is its “power-to-pull”. 
To get this power it must reach families that buy. In 363 
counties in the First 3 Markets area 34% of the total U. S. 
retail sales are made. FIRST 3 MARKETS GROUP delivers 50% 
average family coverage in this area. Your best buy is First 3. 


IRS 


MARKETS GROUP 


155 Montgomery Street, GArfield 1-7946 * 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 
Picture Sections « Magazine Sections 


- Chicago 11, Iil., Fribene Tower, SUperior 7-0043 


Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Silk Screen Work 
Described in Book 


New York—New developments 
and methods used in silk screen 
printing are featured in a new 
book, “Modern Silk Screen Print- 
ing,” by Victor Strauss, which has 
just been issued by the Pied Piper 
Press. 

The book is a reprint of an ar- 
ticle specially prepared for the 
“9th Graphic Arts Production 
Yearbook” and is profusely illus- 
trated with more than 50 drawings. 
It provides detailed information 
on virtually all aspects of the pro- 
cess. 


The author predicts that experi- 


De ad Ne cate 


mental work in the development 
of presses is likely to develop a 
new type of press for silk screen 
printing in the next five years. 


Rival Appoints Munger 


Justin K. Munger, formerly na- 
tional sales manager of the adver- 
tised brands division of Ekco 
Products Co., has been appointed 
sales promotion manager of Rival 
Mfg. Co., Kansas City, Mo. 


Lewis Named Sales Manager 


Paul N. Lewis, formerly east- 
ern sales manager of Mason-Wil- 
son, premium sales consultant, has 
been appointed sales manager of 
the premium mailing division of 
True-Sullivan-Neibart Associates, 
Long Island City. 


18x10 genuine glossy photos 


EASY CHART—Sixe 8x10 
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1949 Retail Ad Budgets on Oil Heat 
Equipment Increased 70% from 1948 Totals 


New YorK—Retail advertising 
expenditures for oil heating equip- 
ment in 1949 were $8,567,000, up 
almost 70% from the 1948 figure 
of $5,053,000 and about double the 
1947 expenditures, according to 
Fueloil & Oil Heat. 

In the publication’s annual sta- 
tistical issue, the large gains were 
attributed to a 35% rise in sales 
in ’49, as compared with 1948, and 
to an increase in advertising per 
sale. In 1948, $11.10 was spent on 
ads for each sale made. In 1949, 
the figure was $13.94, primarily 
because of intensified competition. 


ms More than half of the total 
spent went to newspaper advertis- 
ing. Retail expenditures for 1949, 
compared with 1948, were as fol- 
lows: 


Newspapers were up 50%, 
to $4,942,000; direct mail was 
up 90.6%, to $1,032,000; telephone 


4 directory ads up 25.2%, to $1,174,- 


000, and radio and television ex- 


penditures up 403%, to $1,419,000. 
For the first time since the end 


of the war, a majority (51%) of 


oil heating installation sales re- 
sulted from solicitation of pros- 
pects by salesmen. 

During the first quarter of this 
year, retail sales in the U.S. were 
about 8% above the volume for 
the first quarter last year. 


Herciles Promotes Schaefer 


Herbert F. Schaefer, a research 
chemist in the experiment station, 
has been named to the sales re- 
search division of Hercules Powder 
Co., Wilmington, Del. His duties 
will include market surveys and 
development of products. 


Joins Transit Advertising 

Bob Threlfall, formerly Toronto 
manager of Stewart-Lovick & Mac- 
pherson, has joined Transit Ad- 
vertising Co., Toronto, as Ontario 


representative. 
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date we have had upwards of 
5 calls which was very gratifying 
on 


to us. We are completely 
your magazine.” 


WILLIAM BORGIASZ, Tower Television Service 
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TESTED—Minit Chicago, 


Spray Corp., 
will use this copy, tested in Grand Rap- 
ids, Mich. (AA, March 20), to introduce 
its Spraint in major markets. Arthur 
Meyerhoff & Co. handles this account. 


FTC Bans ‘Secret 
Panel’ Sales Cards 
Made by Worthmore 


WASHINGTON—The Federal Trade 
Commission on March 15 or- 
dered Worthmore Sales Co., Chica- 
go, to stop distributing “secret 
panel” sales stimulator cards, 
which it ships to retailers. 

According to the Commission, the 

cards, involving a “dividend” num- 
ber, are used for lottery purposes. 
Worthmore contends that the lot- 
tery feature was introduced by the 
retailer. 
Under the plan, the customer 
opens the “secret panel’ after he 
has purchased merchandise equal 
to the value of the caru. The “divi- 
dend” number indicates the special 
prize he is to receive. 


a FTC said the cards are a lottery 
because the customer has no choice. 
Worthmore insisted that it specif- 
ically instructed retailers to allow 
customers a choice of prizes. 

Commissioner Lowell Mason said 
the order, applying against cards 
with a “possibility” of lottery use, 
goes too far. He observed that 
Samuel Worth, president of the 
concern, had been fined $10,000 a 
year ago for violating an FTC lot- 
tery order but, he said: “In chasing 
a man with a bad name, we have 
thrown ourselves past the bounds 
of accepted legal sanctions.” 

The majority refused to believe 
the plan could operate successfully 
if customers had a choice of prizes, 


jas Worthmore contended. “If the 


customer knows that, regardless of 
the number in his secret panel, he 
may receive his choice of any of 
the listed prizes, it is wholly un- 


| reasonable he has any curiosity as 
‘1to what that number may be.” 


General Photo Makes Offer 


General Photo Products Co., 
Chatham, N. J., is offering free to 
users of any photo copying ma- 
chine, a 12” flexible metal ruler 
that includes a centimeter scale as 
well as charts for suggested times 
for exposure, developing, fixing 
and washing. Also included in the 
offer is a sample bottle of Tru- 
eopyphote test solution which de- 
termines strength of fixer. 


Coleman Appointed 


W. F. Coleman Co. of Seattle, 
San Francisco and Los Angeles, 
has been appointed West Coast rep- 
resentative of Esquire and Es- 
quire’s Apparel Arts. It already 
represents Coronet in that area. 
Until recently, Arch Werner, an 
Esquire staff man, was West Coast 
representative. 


Joins Maclean-Hunter 


Ray W. Martin has been ap- 
pointed eastern advertising man- 
ager of American Hairdresser, 
published by Maclean-Hunter 
Publishing Corp., Chicago. Mr. 
Martin previously has been as- 
sociated with Fawcett Publica- 


tions and Dell Publishing Co. 
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Viewers Divided 
on Frequency of 
Telecast Shows 


(Continued from Page 1) 
every-other-week airing. Respon- 
dents cited the “Ken Murray 
Show” (Anheuser-Busch, CBS), 
“Ford Theater” (CBS) and “Lucky 
Strike Theater” (NBC) as out- 
standing fare in this category. 
“Family type” programs such as 
the “Goldbergs” (Sanka, CBS) and 
“Mama” (Maxwell House,: CBS) 
were suggested for weekly tele- 
vising, while operas and similar 
elaborate productions were men- 
tioned for bi-weekly and monthly 
presentation. 


s A secretary proposed that ad- 
veriisers might solve the problem 
of high talent and production costs 
by alternating the sponsorship of 
a single variety or dramatic show. 
“The show should have the same 
name every week, but a different 
sponsor. How about something like 
‘Big Story—Pall Mall’ and ‘Big 
Story—Chevrolet’? We waste too 
much time now seeing poor TV 
dramas.” 

Most of the people who prefer 
weekly shows (30%) said they 
would be “apt to forget to tune 
in” if the schedule were less fre- 
quent. Other reasons for the pref- 
erence: “Shows you enjoy you like 
to see often” (18.6%); “you lose 
interest in the show if it isn’t aired 
weekly” (9%). 

A housewife wrote: “I can’t 
keep track of what days the milk- 
man delivers the milk, let alone 
remembering TV shows.” 

A business man said: “The 
week’s activity can be planned 
more easily if one knows that a 
favorite program is on every week. 
We are creatures of habit.” 


= Most of the proponents of 
the every-other-week frequency 
(60.8%) said they rate “quality 
before quantity.” Other reasons 
for the choice: don’t get so bored 
with TV fare (21.7%); will enable 
shows to continue through the 
summer (15.2%); provides an op- 
portunity to see shows scheduled 
at the same time (15.2%). A look 
at the daily newspaper program 
listings will avert any possible con- 
fusion as to what is scheduled 
when, 13% suggested. 

“Tell the TV producers that the 


public does not go to see the same , 


movies or Broadway shows every 
week, so why bring the same diet 
into our living room each week,” 
one viewer wrote. 

In a November study by “Look 
Hear,” listeners complained s:rong- 
ly of the need for better program- 
ming on Saturday night. In March 


CBS—“The Goldbergs” and “Stu- 
dio One.” 


s “Please, please get across to the 
competing networks the fact that 
there should be a better distribu- 
tion of their good programs. When 
they’re out to cut each other’s 
throats, it’s the poor audience that 
gets stuck,” a certified public ac- 
countant wrote. 

Among the other desires voiced 
by the viewers: (1) more special 
interest programs; (2) newer and 
better movies; (3) fewer Westerns; 


(4) summer runs for the big 
shows; (5) commercials at the be- 
ginning and end of programs only. 
“Commercials should be there, 
but not forced on us as if we were 
children and needed constant— 
and to us annoying—reminders to 
buy the sponsor’s products,” a re- 
tired business man suggested. 


Dorland Appoints Werden 


Richard Werden, formerly with 
Norman D. Waters & Associates, 
has joined Dorland Inc., New 
York, as space buyer. 


Engraver Elects Shepherd 


Ralph S. Shepherd, sales man- 
ager of Bryan-Brandenburg Co., 
Los Angeles photoengraver, has 
been elected vice-president and 
general manager. Perry R. Long, 
whom Mr. Shepherd succeeds as 
general manager, will continue 
with the company in a special sales 
and advisory capacity. 


Wasser, Kay & Phillips Moves 

Wasser, Kay & Phillips, Pitts- 
burgh agency, formerly Pete Was- 
ser Co., will move to new offices 
in the Clark Bldg. April 1. 
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Ellithorp Heads Beech-Nut 


Beech-Nut Packing Co., Cana- 
joharie, N. Y., has elected J. S. 
Ellithorp Jr., formerly executive 
vice-president, as president to suc- 
ceed W. C. Arkell. Mr. Arkell has 
been appointed vice-chairman of 
the board. 


Kellogg Adds Two Accounts 
The Portland, Ore., office of 
Edward S. Kellogg Co. has been 
appointed to handle advertising 
of Interlock Aluminum Shingle 
Co., Portland, a new company, 
and Spear Beverage, Portland. 


they reported they are faced with 
a new problem—the “piling up” 
of good programs at the same 
hours on Saturday night. The same 
complaint was filed for Sunday 
and Monday nights. 


= Some of video’s most expen- 
sive programs are now slugging it 
out on Saturday night. NBC offers 
the $50,000 “Show of Shows,” in 
competition with DuMont’s “Cav- 
alcade of Stars,” and CBS’ “Ken 
Murray” and “Ed Wynn.” Camel 
is: moving the latter out of the hot 
spot as of April 4 when the pro- 
gram shifts to Tuesdays at 9 p. m., 
EST, on those stations which carry 
it on the cable. 

Although Robert Montgomery’s 
dramatic presentations for Lucky 
Strike have been showing up well 
in the rating reports, American 
Tobacco Co. has received a number 
of letters from listeners who la- 
ment that they must choose be- 
tween the Lucky Strike play and 
a couple of high-rating shows on 


| First: 


TACOMA NEWS TRIBUNE 
Seattle Morning Paper 
Seattle Evening Paper 


Think TWICE 


About Tacoma 


It’s a market you MUST cover. 
Second: It’s a market you cover ONLY 
by the News Tribune. . 


(Check these Tacoma- Pierce County 
daily newspaper coverage figures!) 


DEPARTMENT STORE SALES - 1949 


(Source: Federal Reserve Bank of S.F.) 
TACOMA 7% GAIN 
Sacramento 2% Gain 
Seattle 2% Loss 
San Francisco 2% Loss 
Spokane 3% Loss 
San Diego 3% Loss 
Oakland-Berkeley 4% Loss 
Fresno 4% Loss 
Los Angeles 9% Loss 
Portland 9% Loss 


96% 
11% 
3% 


IN 1949, only two Pacific Coast 
cities showed a gain in department 
store sales. One was Tacoma — 
with a percentage increase OVER 
THREE TIMES that of its closest 


competitor. 


Another reason to THINK TWICE 
ABOUT TACOMA if you want to 
do an effective sales job in Wash- 


ington State! 
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Starts George Charles Inc. 


George Charles Bohlig has re- 
signed as director of design and 
styling for Gamble-Skogmo Inc., 
Minneapolis, to open his own de- 
sign counseling and home furnish- 
ing studio in Santa Ana, Cal. He 
has purchased Prebble’s in Santa 
Ana, and will operate as George 
Charles Inc. 


WDAF.TV Joins ABC 


Station WDAF-TV, Kansas City, 
has affiliated with ABC, bringing 
to 51 the total number of video 
outlets associated with the net- 
work. 


Texaco Commercials 
Earn High Ratings 


New YorK—Texas Co., whose 
TV attraction, “Texaco Star The- 
ater,” invariably leads the program 
popularity lists, is also setting the 
pace in the commercials sweep- 
stakes, according to Daniel Starch 
and Staff. 

The February Starch report on 
the impact of video commercials 
gives Texaco a first-place tie with 
Chesterfield on viewing (97%) 
and first place on liking (56%). 


LAKE SHORE 


_ELECTROTYPE Co. 


. 


Other viewing leaders: Lipton, 
94; Benrus, 81; Gillette, 74; and 
Admiral, 73. Runners-up in liking: ; 
Lipton, 54; Chesterfield, 49; Sanka, ' 
42; Ivory, 41; Kool, 38; Bulova, 36; 
BVD, 35; and Colgate, 35. | 

This regular monthly study cov- 
ers viewing in New York, Chicago, 
Philadelphia and Boston. 


‘Gas Heat' Names Myers 


Myers Advertising Agency, Phil- 
adelphia, has been appointed to 
handle all display advertising for 
Gas Heat, new monthly to be pub- 
lished by Heating Publishers Inc., 
New York, starting with the June 
issue. 


Names Grant & Wadsworth 


Joshua Meier Co. Inc., New 
York, manufacturer of V. P. D. 
(Visible Protective Display) mate- 
rials and presentations, has named 
Grant & Wadsworth In:., New 
York, as its agency. 


| 
| 


Becomes Robert Bruce Hicks 


Maple Associates, Chicago agen- moved to larger quarters at its 
cy, has changed its name to Robert present location, 20 E. Jackson 


Bruce Hicks, Advertising, and has Blvd. 
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New York Evening Hooperatings 


Sponsored Network Programs 
January-February, 1950 
Radio-Only Homes 


Godfrey's Ta‘ent Scouts (Lipton’s, CBS)....21.3 | Lowella Parsons (Jergens, ABC) .......... 152 
Lux Theater (CBS) .........0seeeeeeeees 21.1 | Suspense (Auto-Lite, CBS) uy 
Bing Crosby (Chesterfield, CBS) .......... 19.3 | Mr. Keen (Whitehall, CBS) -. MA 
My Friend Irma (Pepsodent, CBS) ........ 18.9 | Bob Hawk (Camel, CBS) ........... - 1 
Jack Benny (Lucky Strike, CBS) .......... 18.4) Fat Man (Norwich, ABC) ................ 134 
Walter Winchell (Richard Hudnut, ABC) ...16.1/| Fibber & Molly (Johnson’s Wax, NBC) ..... 134 
Groucho Marx (DeSoto-Plymouth, CBS) ....15.5 1! The Sheriff (Pacific Borax, ABC) ......... 125 
Television Homes 
Texazo Star Theater (NBC) ..........++.. 68.3 | Lights Out (Admiral, NBC) .............. 305 
Godfrey's Talent Scouts ................. 45.3 | Suspense (Auto-Lite, CBS) ............., 288 
Toast of the Town (Lincoln-Mercury, CBS). .42.4 | Silver Theater (International Silver, CBS) .. 279 
The Goldbergs (Sanka, CBS) ............. SLE | eee VOROEET GUUED 0 oc ccc ccccccenccced 26.9 
Godfrey and His Friends (Chesterfield, CBS) .33.9 | Lone Ranger (General Mills, ABC) ........ 265 
Studio One (Westinghouse, CBS).......... 33.8 | Stop the Music (Old Gold, Admiral, ABC). ..255§ 
Philco Playhouse (NBC) .............:..311} Break the Bank (Bristol-Myers, NBC) ..... 25.4 
Man Against Crime (Camel, CBS) ......... 30.7 | Lucky Strike Theater (NBC) ............. 24 
All Homes 

Texaco Star Theater (TV) ...........0005 25.5 | Godfrey and His Friends (TV) ............ 12) 
Godfrey's Talent Scouts (TV) ............. BD PE CN UTED i vow bo 06 cece we ésseeced 122 
Toast of the Town (TV) ...........00008 16.2 | Jack Benny (Radio) ..................4, 122 
Godrey’s Talent Scouts (Radio) ........... 14.5 | Philco Playhouse (TV) .................. 129 
“. ff Cea 14.0 | Walter Winchell (Radio) ................ lg 
The Goldbergs (TV) ........ SE EE UE BOUT, thenbowcatedecctceseusd lls 
My Friexd Irma (Radio) SE SUE Shh bbac.c rh saeue seen’ oe ls 
CD vavicen dee vasenes secs 


Note: Sponsored network programs not broadcast 
and February) are not rated. 


on a majority of survey dates (two weeks in January 


There are Sin this Family... 


COUNT 


Wee GOL. of South Dakota’s Families...Both Rural and Urban 
READ ...BUY FROM... PREFER SD pali.ies 


SOUTH DAKOTA DAILIES are unchal- 
...a market that is 
not influenced by any out-of-state metro- 
politan dailies. If you want to reach South 
Dakota’s rich market, the SOUTH 
DAKOTA DAILIES will deliver your mes- 
sage and profitably sell your producW For 
test campaigns, for special promotions, 
for sustained dominance, SOUTH 
DAKOTA DAILIES will do the job for you. 


"EM! 


ONLY SOUTH DAKOTA DAILIES can 
reach 9 out of 10 families in this rich, 
responsive state. Food, automobile, bev- 
erage, drug, appliance and clothing ad- 
vertisers who use these powerful news- 
papers can attest to the “sell-ability” of 
these locally edited and locally managed 
newspapers. The local Daily gets the 
close attention that an old friend de- 
. . thorough readership earned 


serves . 
through intergrity. 


lenged in this market 


Comprise Six Locally Managed and Locally Edited 
Newspapers Serving the Six Primary Markets of 
Sovth Dakota. For Complete Information, Write 
5. D. Dailies, Box 1278, Huron South Dakota. 


Don’t Make Secret a 
Deals, California 
Canners Are Warned 


SanTA BarBaRA—Watson Rogers, 
president of the National Food 
Brokers Association, warned a 
state canners convention here last 
week that rumors of “secret deals” 
by California canners are circulat- 
ing among brokers, 

“Almost the whole industry is 
wondering what is happening out 
here to place brokers at a price 
disadvantage,” he declared. “A lot 
of them have a pretty good idea, 
too. And that is not helping you 
sell California canned foods.” 


s Calling for observance of the 
pricing provisions of the Robinson- 
Patman Act, Mr. Rogers warned, 
“Even without laws against it, 
chiseling never paid off for can- 
ners. The resulting price demorali- 
zation never helped. The ill-will 
and distrust of your customers 
never contributed to sales volume. 

“Imagine the tremendous ill-will 
that would be created in your in- 
dustry,” he pointed out, “if some 
of the things now being suspected 
and alleged were proved by gov- 
ernment action.” 


Patterson Leaves Agency 
to Join ‘Family Circle’ 


Thomas J. Pat- 
terson has been 
appointed direc- 
tor of sales pro- 
motion and east- 
ern advertising 
manager of Fam- 
ily Circle Maga- 
zine, New York. 
Mr. Patterson 
was .co-founder 
and _ vice-presi- 
dent of Palm & 
Patterson, Cleve- 
land agency, from which he re- 
signed to join Family Circle. 


ja 


T. J. Patterson 


DuMont Reorganizes 
Program Department 


Alvin Hollander, formerly super- 
viser of Studio A, has been named 
to the newly created position of 
manager of production facilities of 
the DuMont Television Network, 
New York. Don Russell, staff an- 
nouncer, was appointed chief an- 
nouncer for the network. 

Miss Duncan MacDonald, a for- 
mer studio supervisor, was named 
head of the training section, which 
will orient new members of the 
staff in video practices. 


Compton Adds Frost, 
Nourse in Hollywood 


Compton Advertising, New 
York, has appointed Donald S. 
Frost, previously a brand adver- 
tising. manager with Bristol-My- 
ers Co., as account executive on 
the Drene shampoo account. 

Robert L. Nourse Jr., formerly 
with W. Earl Bothwell Inc., has 
joined the agency’s Hollywood of- 


fice as account executive on the 
Modglin account. ~ 
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Mars Inc. Names 
Leo Burnett Co. 
to Handle Ads 


Cuicaco—Mars Inc., manufact- 
urer of Milky Way, Snickers, Mars 
and other candy bars, last week 
appointed Leo Burnett Co. to 
direct its advertising. 

Burnett also directs advertising 
for the Fred W. Amend Co., Dan- 
ville, Ill., manufacturer of Chuck- 
les candy. 

The Amend company, which has 
been kept informed of the nego- 
tiations between Mars and Bur- 
nett, will continue to place its 
advertising through the Burnett 
agency. 


a Grant Advertising Inc., which 
has handled the Mars account 
s.nce the fall of 1937, about a year 
and a half before the company 
went heavily into consumer adver- 
tising, resigned the account late 
in December. 

Its resignation followed a change 
in management under which H. H. 
Hoben, executive vice-president, 
secretary and general manager, 
resigned and sold his stock inter- 
est in the company. G. B. Hurley, 
who had been treasurer, suc- 
ceeded Mr. Hoben as executive 
vice-president and general man- 
ager, and H. F. Zoelck was named 
treasurer. 

In a friendly action, Grant re- 
quested the Mars management to 
complete arrangements for a new 
agency within three months—a 
time period which is just now ex- 
piring. 


s Mars has had a sensational rise 
to a position of dominance in the 
bar candy business following its 
use of substantial national adver- 
tising, star.ing in 1939. During that 
period its sales have risen from 
about $9,000,000 to $47,000,000 last 
year, four or five percentage points 
behind 1948, its all-time high sales 
year. 

It currently is said to account 
for almost one-fifth of all the 5¢ 
candy bars sold in this coun:-rys. 
being topped only by Hershey, and 
even then by a relatively smal 
margin in this field. 

The candy business, and particu- 
larly the bar business, has not been 
too good in recent years, and Mars 
has run counter to the general 
trend in the industry. In 1949, for 
example, sales of the smaller bar 
manufacturers—the hardest hit— 
were off almost 50% from the pre- 
vious year. The medium-size fac- 
tors in the field took a loss of 
about 25%, in the aggregate, last 
year. 


= In contrast, Hershey showed 
gains dur:ng the first six months 
of the year, but declines in the 
second half, and wound up about 
even. Mars and Curtiss were the 
only two to make substantial gains 
on the fie'd, the latter again be- 
coming an important factor, after 
several years of relative eclipse. 

Mars is also said to be in sec- 
ond position in the 10¢ bar field, 
although Mounds, the leader in 
this classification, is substantially 
in front of all competition. 

Leo Burnett formerly handled 
advertising for the Council on 
Candy of the National Confection- 
ers Association, which has dis- 
continued its consumer promotion. 


To Koehl, Landis & Landan 

Tourinns Inc., New York, has 
named Koehl, Landis & Landan 
Inc., New York, to handle its ad- 
vertising. The company plans a 
system of motor courts on major 
highways across the country. 


WTAR-TV Joins CBS , 
WTAR-TV, Norfolk, will affili- 


KMOX Starts Local Quiz 


“Beat Your Wife,” a local quiz 
show in which husband and wife 
teams compete in answering ques- 
tions, went on the air March 21 
over KMOX, St. Louis CBS sta- 
tion. The quiz, which offers $5,000 
in prizes to the jackpot winner, is 
aired from the stage of Loew’s 
theater each Tuesday, 9-9:30 p. m. 
Westinghouse Electric Co. and its 
local dealers cooperate in building 
up the kitty, which includes an 
all expense paid trip to Havana 
and a $500 diamond ring. 


First Aldens Video 
Program Pulls 1,000 
Telephone Requests 


Cuicaco—Late in February, Al- 
dens Inc., Chicago mail order 
house, bought a half-hour weekly 
TV show, “Square Dance Time,” 
for the purpose of finding out how 
many viewers could be persuaded 
to request a copy of the Aldens 
catalog. 


Five minutes after the first pro- 
gram went on the air early this 
month, the company began to find 
out. 

Executives were gathered in the 
plant for a premiere party—and 
to stand by to answer phone calls. 
Five minutes after the show got 
under way, the catalog was men- 
tioned and a phone number given. 


s Immediately, 27 phones all rang 
at once and continued to ring for 
two hours. More than 1,000 calls 


21 


poured in, and the company esti- 
mates that there were at least 600 
additional busy signals. Incident- 
ally, none of the executives had 
a chance to watch the program. 

The program, aired over WENR- 
TV here (8-8:30 p. m., Saturdays), 
was purchased for eight weeks. 
The show is produced by George 
F. Koehnke Inc., and features a 
different commercial pitch each 
week, testing fashion interest, chil- 
dren’s apparel and hard lines as 
well as catalog requests. 


ate with CBS, effective April 2. 


_ (587,920 KXOK radio families — 
_ day—up 10.2%— 555,880 
KXOK radio families eee: 


pats 


— 630 KC * 5000 WATTS - 
Owned and operated by the St Louis Star- 
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Twin Cities Marketers Elect 


Edward A. Cashin, vice-presi- 
dent in charge of the Minneapolis 
office of Batten, Barton, Durstine 
& Osborn, has been elected chair- 
man of the Minneapolis-St. Paul 
chapter of the American Market- 
ing Association. Michael J. Fadell, 
owner, Fadell Advertising Agency, 
was elected vice-chairman, and 
Harold C. Walker, president of 
Harold C. Walker, Advertising, was 
elected secretary-treasurer. 


Ultra Forms New Sales Units 


Ultra Chemical Works, Pater- 
son, N. J., has established three 
selling divisions. Austin Jones, 
who has been with Ultra for 15 
years, heads the package goods de- 
partment; Fred H. Buck, who has 
handled the company’s industrial 
sales for six years, is in charge of 
industrial sales; and Walter R. 
Wakefield, who joined Ultra a| 
year and a half ago, heads in- 
stitutional sales. 


TOYS 


TOYS & NOVELTIES 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 
TOYS AND NOVELTIES, “The Voice of the industry”. Contact us for further information. 


BELL BUILDING 
CHICAGO 1, ILL. 


‘Antihistamines for Colds Attacked 
by FTC; Claims of 2 ‘Not Proved’ 


| the two, FTC officially revealed 


WasuHiIncton—After months of 
investigation and preparation, the 
Federal Trade Commission lashed 
out Tuesday against antihistamine 
cold “cures,” in a complaint which 
challenges basic claims of the en- 
tire industry. 

Directing its initial barrage 
against Bristol-Myers Co., New 
York, maker of Resistab, and Ana- 
hist Co., Yonkers, maker of Ana- 
hist, FTC said neither company 
has proof that its antihistamines 
prevent or cure colds. 

In announcing its action against 


that it is surveying other antihista- 
mine manufacturers and that ad- 
ditional complaints are to be issued 
“where the facts warrant.” 

In New York the FTC action 
brought prompt denials from Ana- 
hist Co. and Bristol-Myers. 


s FTC’s complaint against Anahist 
denies that sneezing, coughing, dis- 
charges of the nose and other man- 
ifestations of colds are “allergic 
response” to an excessive amount 
of histamine in the tissue of the 


“BEST CIRCLES” Circulation...in bigger- 


spending Trading Zone and preferred 
City Zone districts...tells you why 
The Chronicle is recognized ever more 
widely as the sellingest newspaper 


in San Francisco 


Zone 


ing Zone 


In the San Francisco Bay Area 
9-County Market 


. . . distribution and character of circula- 
tion rate along with quantity as revealing 
indices of newspaper sales effectiveness. 
That's because our market analyzes like 
this (figures from Sales Management's 
1949 copyrighted survey) : 


69.3% of population in the Trading 
Zone (approx. 50-mile radius) out- 
side San Francisco 


3.16 persons per Trading Zone fam- 
ily — 2.84 inside San Francisco 


68.9% of food sales in the Trading 


59% of buying power in the Trad- 


59.6% of retail sales in the Trading 


Zone 


The deeper you dig into market 
and circulation facts, the surer you 
are to schedule The Chronicle 
first in San Francisco! 


SAWYER, FERGUSON, WALKER CO., National Representatives 
... New York * Chicago * Detroit « Atlanta + San Francisco Los Angeles 
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nose and throat. 

Denying that Navy tests con. 
firm the value of antihistami 
FTC said, “From the so-calleg 
clinical experiment as reported jp 
medical publications, it cannot be 
validly concluded that antihista. 
mine drugs afford substantial re. 
lief to the manifestations of, sub. 
stantially reduce the duration of, 
or in many instances cure or pre. 
vent the development of the man- 
ifestations of the common cold.” 


se FTC observed that Resistab con. 
tains only 25mg of thonzylamine 
hydrochloride, and Anahist 0.3858 
grains. It insisted that the quantity 
of antihistamines prescribed by 
physicians in allergy cases is far 
greater than that supplied by Ana- 
hist taken as directed. 

FTC’s study of antihistamines 
has been under way almost since 
the day they appeared on the mar. 
ket last fall. In admitting that it 
questioned the claims of the prod- 
ucts, commission personnel ex- 
plained that the “truth” of adver. 
tising claims was in no way certi- 
fied by the Food and Drug Admin- 
istration, which “cleared” the 
products for popular use. 

Food and Drug itself admitted 
that its “clearance” merely signi- 
fied that the products are “safe” 
when taken as directed. It has been 
careful to say that it has no evi- 
dence that the products are effec- 
tive in the fight against colds. 


a FTC’s complaints against Resis- 
tab and Anahist say that “a sub- 
stantial portion of the purchasing 
public” has been misled and that 
“substantial quantities” of the 
products have been sold. é 
Despite the Food and Drug 
clearance, it also warns both prod- 
ucts “may be unsafe and produce 
injury or harm to the user” even 
when taken as directed. 
George P. Larrick, associate 
Food and Drug commissioner, said 
the agency has no intention of in- 
terfering with the sale of anti- 
histamine products. He said it has 
no information to support FTC’s 
charge that the “cold cures” can 
cause injury when taken as di- 
rected. 


# Concerning Resistab, the Bristol- 
Myers product, FTC said: 
“Resistab will not protect the 
user against invasion by the com- 
mon cold infection nor against the 
manifestations thereof. 

“The use of Resistab by persons 
who have a common cold infection, 
when such infection first becomes 
manifest, or in the early stages of 
such manifestations, will not pre- 
vent such manifestations from be- 
coming more severe, prevent the 
development of other manifesta- 
tions or result in a cure of all such 
manifestations. 

“The use of Resistab in no way 
contributes to the operation of the 
defense mechanism of the body 
against its infection by the cold 
virus, against infection which has 
occurred, or against the manifesta- 
tions of a cold infection.” 


# Similar claims concerning Ana- 
hist are alleged to be deceptive in 
the following respects: 

“The use’ of Anahist will neither 
prevent the appearance of, nor, 
cure, the manifestations of the 
common cold. 

“The use of Anahist will not 
avert colds. 

“The use of Anahist in no way 
contributes to the operation of the 
defense mechanism of the body 
against its invasion by the cold 
virus; the body has no ‘natural de- 
fense’ against the manifestations of 
the common cold except its ability 
to overcome the causative infec- 
tion, and this will be in no way 
assisted by the use of Anahist.” 


a Stanley S. Lasdon, executive 
vice-president of Anahist Co., la- 
beled the charges as “erroneous 


and misleading,” Mr. Lasdon said: 
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NEW FOR NEWARK—In Calvert's newest spectacular, at the corner of Broad St. and 
Raymond Blvd., Newark, N. J., the trade name is equipped with two colors of neon, 
which flash separately and together, giving it a three-color combination. There are 
three catch lines used under the name: Tastes Better, Tastes Smoother and Tastes 
Mellower. The oval inset shows Edgar E. Guttenberg, advertising director, throwing 
the switch to inaugurate the sign. With him (left to right) are William Bodner, New 
Jersey manager for Calvert Distillers Corp.; Stanley Silverman, assistant advertising 
director; R. C. Maxwell Sr., president of R. C. Maxwell Co., the outdoor company, 
Trenton; Al. Harvey, of A. Asch Inc.; and Walter Houghton, advertising manager 
of Calvert. 


“Every advertising claim we 
have made is backed by clinical 
evidence. Anahist does not claim 
to destroy the cold virus. It is 
directed only to the relief of the 
cold symptoms.” 

Mr. Lasdon told AA that he con- 
siders the FTC charges unusual in 
that they are contradictory to the 
application granted Anahist by 
the Pure Food & Drug Administra- 
tion for over-the-counter sale in 
September last year. He pointed 
out that the application was sup- 
ported by clinical evidence, and 
that the FTC made its charges be- 
fore seeing that evidence. 

“When the commission has a 
chance to examine the clinical evi- 
dence, I feel certain that the entire 
complaint will be reconsidered,” 
he declared. 


ws At Bristol-Myers Co., Robert 
R. Brown, vice-president and gen- 
eral manager, said “the allega- 
tions—and they are purely allega- 
tions, are completely erroneous 
and at variance from the true facts. 
All advertising of Resistab has 
been based upon thorough clinical 
and scientific investigation.” 

As early as Nov. 22 last year, 
the National Better Business Bu- 
reau issued a list of “do’s and 
don’ts in advertising copy” for 
the guidance of antihistamine ad- 
vertisers (AA, Nov. 28, ’49). The 
bureau narrowly limited copy 
claims, but admitted that antihista- 
minic therapy had a place in treat- 
ing the common cold. 


a The bureau specifically warned 
advertisers to direct antihistamine 
copy at cold symptoms, and not 
to the broad definition of colds. 
In its report the bureau said: 

“A positive statement such as 
‘You can (end) (stop) (kill) 


to the individual addressed in 
many cases. On the other hand, it 
would appear to be permissible to 
tell the individual that he may ar- 
rest or relieve cold symptoms or 
that many users of antihistamic 
drugs have actually done so.” 


ms The report also advised that 
advertisers should be careful in 
using “doctors say” claims since 
only single investigators were in- 
volved in antihistaminic research. 

On the drug’s safety, the bureau 
admonished _ advertisers. that 
any product producing side effects 
in all or a few consumers should 
not be promoted as “safe” or 
“harmless.” 


ws At the end of December most 
magazines were willing to accept 
antihistamine copy (AA, Dec. 26, 
49), but Curtis Publishing Co. 
and Time Inc. were not taking cold 
pill ads and have never accepted 
them to date. 

Frank Braucher, chairman of the 
Magazine Copy Advisory Council 
(which clears copy), told AA that 
most publishers consider antihista- 
mine advertisers in good taste in 
the majority of cases. He added 
that the action of the FTC has 
brought no copy rejections by pub- 
lishers so far. 


Schedules Stencil Drive 

American Stencil Co.. Denver, 
manufacturer of Sure-Rite office 
duplicating film stencils and sup- 
plies, has scheduled column ads 
in Business Week, and half-col- 
umns in Fortune, Newsweek and 
Time through Bill Bonsib Adver- 
tising Agency, Denver. 


Bell Joins Muench Agency 

Lawrence M. Bell, recently with 
the creative staff of Foote, Cone 
& Belding, will join C. Wendell 


(banish) etc.” colds is untrue as 


Muench & Co., Chicago, on April 1. 


540 N. MICHIGAN AVE. 185 N. WABASH AVE. 


*410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 


and the use of more facts based on 
major forms of market research, 
including readership and opinion 
surveys, were advocated last week 
at the spring meeting of the In- 
surance Advertising Conference. 
Pointing out that insurance is 
an intangible, and that its opera- 
tions are complex, Frank Lang, 
research director of the Associa- 
tion of Casualty and Surety Com- 


Insurance Ad Men Urged to Simplify Copy 


New YorK—Simpler advertising | 


panies, declared that insurance ad- 
vertising, to be understood, must 
become more concerned with sim- 
plification of the basic problems of 
insurance. 

He recommended that com- 
panies go to their own files to 
find out more about their publics. 

He questioned the value of ad- 
vertising that emphasizes assets 
and similar financial report data. 
People, he said, “don’t care about 
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who and what we say we are, as 
much as they care about what we 
can do for them.” 


World Video Names Gordon 

Richard H. Gordon Jr., formerly 
executive vice-president of World 
Video, TV production company, 
New York, has been named presi- 
dent to succeed Henry S. White, 
who resigned to become an as- 
sociate director of CBS. Wallace 
A. Ross, publisher of Ross Reports, 
has been appointed director of 
sales of World Video. 


\ 


I) 


R. W. McCARTHY 
Advertising Director 


ST 


in RETAIL Advertising 

in GENERAL Advertising 

in CLASSIFIED Advertising 
in AUTOMOTIVE Advertising 


in TOTAL Advertising 
Daily and Sunday 


The Houston Chronicle 
is First in Everything 


-and has been for years! 


in HOME DELIVERED Circulation 
in TOTAL CITY Circulation 


in CITY and RETAIL 
TRADING ZONE Circulation 


in TOTAL Circulation 
Daily and Sunday 


_ The Houston Chronicle— 
LARGEST CIRCULATION IN TEXAS 


M. J. GIBBONS 
National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


pe 2 


aod 


J) aes Oe oe ee eo ee ne ee ee ee Pee ee eee me Se ate es Laer 
ee ' = 
ee Po 
nines” RRR Sole ce» opel Rae ia 
—— 0 “* Suite Mag ates a sa 
lot be Eu i oe i ea sa oe : "Calvert — Pacey eres iss cea | ak 
i “ee een Nf gaia as aaa ae ie 
al re. ee | en oe | ie 
Subs : Tee choo, Pe ae Peete ke | ae 
on of, a Ee pene eater pista: mark int ate a ashe ae 
man- Bae rail) eens oh eet 
5 ie rai es | ’ e 7 4 ; Pe (Fe) Rs ee et ee ee ee eee ee ee ee ee : 
) con. ote r 4 ‘ ad et 
imine _ ill . + i ? me is 
).3858 + ) : : i 
intity _ ee eo -4 | So") * e - 
s far ¥ 7 } 4 4 ; 4 ‘ey, is: 
Ana-  ™ YY ae a | say vy | HI 
nines f RE eee . cs), ie a 
mar. ; i z ie eee fer Lie 4 caer” 
i UF +i SS ema 
red | ae | : i. aed ss es pith 
iver- : Ce i ae ir Te . : 4 
erti- ae 
min- sé 
the Be an 
itted 7 
igni- ; 
safe” KS 
been i 
evi- * we 3 
‘fec- Yy ay ba a 
>sis- Y ae 
sub- = Y 
sing WY 
that 
the 
rug "an 
‘od- ao 
luce PRES 
ven pea 
inte 7 ae 
nti- che 
has ca coe 
bod. a, 
can is 
‘ol- 
the "I 
m- me 
the | ae , 
| a 
ons , 
on, 
1es 
of ‘ 
re- 
e- 
he ee 
fa- es 
ch 2 
ay 
he | , 
dy “e 
id | 
as i 
a- | ai 
| 
mn Y/ p ie 
er 7s 
< ee oe 
1e eee—“(tCtiésS eels 
| f of as 
ot a | ae 
iy wae 
\e - 
: ff N\ KWH \e - 
f YY) WY WH 
2» S se 
y Vo XK) \ 4 
WBDFSYE™ 
Wowdty \ STANDARD 
4 ————— WHI. 5355 STUDIOS inc. me XU! 
s 
. vot ae ge ee Re ge Oe Co eee eae eee ee 
ee ee ee ee en ee ee ee 
ONES ES SES RES SR RRL SS SAM ec ei ll A eat 0. aegis - 


24 


Johns Returns to Radio 
Station Representation 


J. Frank Johns, for the past four 
years media and radio director of 
Melamed-Hobbs, Minneapolis, has 
resigned to reenter radio repre- 
sentation work to handle accounts 
in the Minneapolis-St. Paul area 
for non-competitive midwestern 
stations. Stations KFGO, Fargo, 
N. D., and WMIL, Milwaukee, 
have appointed Mr. Johns to rep- 
resent them in the Twin Cities. 

Mr. Johns joined Free & Peters 
in Chicago in 1934 and later was 
with Howard H. Wilson Co. in Chi- 
cago and New York. He joined 
the sales staff of WCCO in 1943, 
leaving to join Melamed-Hobbs. 


French Paint Names Agency 


Rolley & Reynolds Inc., Phila- 
delphia, has been appointed to 
handle advertising of Samuel H. 
French Paint Co., Philadelphia, 
manufacturer of paints and the 
Master-Made line of roof coating, 
roof cement and allied products. 
Consumer and trade publications 
and direct mail will be used. 


Spasek Joins Siebel Co. 
Edward Spasek, formerly associ- 
ate editor of Boot & Shoe Recorder, 
has joined Bakers Digest and 
Brewers Digest, published by Sie- 
bel Publishing Co., Chicago, as 
eastern manager, with offices at 


512 Fifth Ave., New York. 


EL IMPARCIAL 


SAN JUAN 


Popular morning daily, covers Puerto Rico, 
- @ prosperous American dollar market. 


National Representative 


EDWIN SEYMOUR, INC. | 


270 Park Avenue 


PUERTO RICO 


New York 17, N.Y. 


Appliance Dealers 
Bitter Over ‘Too 
Many Franchises’ 


New YorK—According to a Mc- 
Call’s survey of appliance deal- 
ers from coast to coast, the princi- 
pal problems faced by retailers 
are: 

1. Too many dealers have been 
franchised, with the result that 
competition is largely a case of 
which dealer will give his custom- 
ers the largest discount. 

2. Dealers do not have the pro- 
tection against sudden price 
changes they feel they have a right 
to expect. 

3. Non-availability of parts is a 
ser.ous problem in all parts of the 
coun‘ry. 

4. Dealer discounts are too low 
to permit necessary outside selling 
and desirable advertising and pro- 
motional work. 


sw Despite these sore points, how- 


‘ever, appliance dealers are opti- 
mistic and confident over 1950 
prospects. 

The conclusions are based on an 
11,000-mile tour of the country by 
Albert P. McNamee. Mr. McNamee 
talked to 959 dealers in 122 cities 
in 25 states and the District of 
Columbia. 

His detailed report is contained 
in a 15-page booklet, “Appliance 
Retailing in a Buyers’ Market,” 
available from McCall’s. 


Columbia Names Critchfield 


Critchfield & Co., Chicago, has 
been appointed to handle adver- 
tising for Columbia College, Chi- 
cago, which is now specializing in 
training radio and television actors, 
writers and broadcasters as well 
as continuing its journalism and 
advertising courses. National mag- 
azines, newspapers and radio will 
be used. 


Rice Publicity Moves 


Ray Rice has moved his pub- 
licity office to 150 E. 50th St., New 


York. 
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the Industry | 
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“...don't see how a distributor can properly serve 


his customers without having a copy of the Products Reference 
and Statistical Review Number of the WELDING ENGINEER close at hand.” 


In two short years, THe Propucts REFERENCE NUMBER 
of THe Wexpinc ENGINEER has gained industry-wide 
acceptance as the standard source book in the purchase 
of welding apparatus, equipment and supplies. 

Key welding men -— in industry, welding shops and 
welding supply houses— keep a copy of the Propucts 
REFERENCE NuMBER close at hand the year ‘round. It’s 
the only buyers’ guide tailored to the daily purchasing 
requirements of welding distributors and users. 

The Propucts RerereNnce Numser is an active source 
for profitable orders for all manufacturers of welding 
apparatus, equipment and supplies—and other allied 
products used in the welding processes. It’s your “on- 


CATALOG ALL OF 
Your Provucrs 


the-spot salesman.” Your advertisements are placed 
adjacent to or opposite the corresponding product 
classifications, commanding attention of the welding 
buyer at the point of sale. 

Advertising in the Propucts Rererence NuMBER 
is the most economical and effective way to reach the 
welding distributor or user when he has an order to 
place. Plan now to catalog all your products in the 1950 
Propucts REFERENCE NumBER—the source reference 
that has become a habit with welding buyers. 

Contact your nearest WELDING ENGINEER representa- 
tive for complete information or for space reserva- 
tions. Advertising forms close May Ist. 


= WELDING ENGINEER 


sa 


‘THE BUYERS’ GUIDE OF 
_ THE WELDING INDUSTRY — 


Tel. Longacre 4-3000 


Tel. Superior 1-7000 


IM THE 1950 Mid-June Products Reference Number representatives 
PRODUCTS REFERENCE 
New York Cleveland Chicago 
NUMBER. C. H. Clarke E. J. McOsker T. H. Barry 
330 West 42nd Street 1510 Hanna Building 520 N. Michigan Ave. 


Tel. Whitehall 4-7900 


Los Angeles San Francisco 
C. W. Dysinger J. W. Otterson 
621 So. Hope St. 68 Post St. 


Tel. Michigan 3691 


Tel. Douglas 2-4600 
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British Get Advice 
on How to Enter 
the American Market 


Lonpon—British ad men and 
business men who attended the 
recent sales executives conference 
and heard Americans tell them 
how to corral a piece of the U. §, 
market were impressed. They left 
the meeting with enthusiasm and 
respect for American sales meth- 
ods, according to Advertiser’s 
Weekly, British trade journal. 

The talks given by all U. S. rep- 
resentatives were straight from the 
shoulder. 

Said Arthur H. “Red” Motley, 
publisher of Parade: “The Amer- 
ican market is rugged and highly 
competitive, but don’t let it scare 
you. The market is there—but 
you’ve got to fight!” 


ms About 500 representatives of 
British industry gathered to hear 
the speeches, sponsored jointly by 
the Incorporated Sales Managers’ 
Association of Great Britain and 
the National Sales Executives of 
New York. 

Robert A. Whitney, president of 
the National Sales Executives, of- 
fered a capsule plan for introduc- 
ing a new product. The steps, he 
said, are to study customers’ re- 
quirements; get their personal re- 
actions; check product acceptabil- 
ity, design and package; select dis- 
tributors and back them up with 
high-quality advertising, and sell 
the product to the salesmen before 
attempting to sell prospects. 

Asked if the American sales 
managers would advise a reduction 
on the high tariffs levied against 
British goods, Mr. Motley declared 
that if British goods are wanted, 
tariffs mean nothing. 


a A member of the audience asked 
Mr. Whitney what steps are being 
taken to make it easy for British 
goods to sell in America. 

“None,” answered Mr. Whitney. 
“Learn our methods, then try to 
outsmart us.” 

Elmer Krueger, president of the 
Paper Art Co., Indianapolis, said 
that if retailers like a product, the 
manufacturer has little reason to 
fear the price. “Don’t be afraid if 
you’re a small. man,” he said. “Re- 
member it’s hard for an elephant 
to crush a mouse.” 


Slingerland to Aubrey, Moore 


J. H. Slingerland, who has op- 
erated his own consultant service 
for the past three years, has joined 
the merchandising staff of Aubrey, 
Moore & Wallace, Chicago. Pre- 
viously he was an account execu- 
tive of Ruthrauff & Ryan and a 
divisional sales manager of Mont- 
gomery Ward Co. 


Study Fountain Sales 


A recent survey of the Associ- 
ated Chain Drug Stores, New York, 
shows that fountain sales account 
for one-third of the gross profit of 
the average retail drug store, and 
that individual fountain items have 
the highest gross profit margin of 
any merchandise stocked by re- 
tail drug stores. 


Elmo Picks -Fellman Agency 


Elmo Inc., Philadelphia, manu- 
facturer of cosmetics, has ap- 
pointed Leonard F. Fellman & As- 
sociates, Philadelphia, to handle 
advertising in national magazines 
and business papers. 


Krichbaum Joins Agency 

Kenneth L. Krichbaum, author 
and playwright, has joined Lang, 
Fisher & Stashower, Cleveland, as 
assistant to Alvin B. Fisher, vice- 
president, in handling radio and 
television activities. 


Trimalawn Names Sackheim 

Trimalawn Mower & Equipment 
Co., distributor of Reo power mow- 
ers and other garden equipment, 
has appointed Ben Sackheim Inc., 
New York, to handle all adver- 
tising. 
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BETTER FOR YOU—This current newspa- 

per copy by Pepsi-Cola Co., through Biow 

Co., is believed the first ever used by a 

cola maker to claim that the ingredients 

used in the product are better than in 
other colas. 


Putman-NIAA Film 
Named; Ist Showing 
at June Convention 


New YorK—The name of the 
industrial film being made in 
Hollywood by the Raphael G. 
Wolff Studios under the joint spon- 
sorship of the National Industrial 
Advertisers Association and the 
Putman Publishing Co., Chicago, 
will be “The Radar of Selling.” It 
is now being filmed. 

A work print screening is 
planned for May 1. Acceptance 
screening will be shown May 20. 
First showing will be at the NIAA 
annual convention June 28 at Los 
Angeles. 

Author of the script is Norman 
Wright, son of novelist Harold 
Bell Wright. 

J. Stanford Smith, manager, ap- 
paratus, advertising and sales pro- 
motion divisions of the General 
Electric Co., Schenectady, N. Y., is 
chairman of the NIAA committee 
in charge of the film’s produc- 
tion. The picture will run 25 
minutes and will be in color. 


International Cellucotton 
Promotes Meyer and Bennett 


Harry W. Meyer ‘has been pro- 
moted from general sales manager 
to vice-president in charge of sales 
of International Cellucotton Prod- 
ucts Co., Chicago. He joined the 


H. W. Meyer R. M. Bennett 


company in 1932, becoming gen- 
eral sales manager in 1943 and a 
board member in 1946. 

Richard M. Bennett, who joined 
International Cellucotton several 
years ago as sales promotion man- 
ager, and has been assistant gen- 
eral sales manager since last July, 
succeeds Mr. Meyer as general 
sales manager. 


Mrs. Rowland Adds Duties 

Frances Rowland, who handled 
radio and television publicity for 
the Greater St. Louis Community 
Chest during the fall campaign, 
has been appointed a permanent 
member of the public relations 
staff. In addition to radio and tele- 
vision, she will handle the speak- 
ers’ bureau. 


CBS Promotes Sanford 


Herbert Sanford, a member of 
the CBS-TV program department 
in New York for several months, 
has been named an assistant to 
the director of video programs. 


er Goods Corp., manufacturer of 
White Star luggage, will undertake 
a long-term advertising and pro- 
motion program which will be one 
of the most extensive ever run 
in the industry, according to El- 
lington & Co., agency on the ac- 
count. 

The program, as presently out- 
lined, calls for an expenditure of 
$500,000 over a three-year period 
and allows for budget increases 
as production and distribution are 
expanded. 

John C. Hutzler, who has been 
appointed vice-president in charge 
of sales, has developed a program 
calling for a _ substantially in- 
creased sales force and an inten- 
sive sales training schedule. 

The company, long in the lug- 


$500,000 Three-Year Promotion Planned 
for White Star Luggage: Starts in June 


New YorK—Philadelphia Leath- ' 


gage field, came under new man- 
agement eight years ago. Since 
the war, new equipment has been 
added and the plant has been 
moved to larger quarters. 


# Its products were distributed 
under private labels exclusively 
until a year ago, when the White 
Star brand was established and 
national advertising started. 

Initial plans in the new pro- 
gram call for four-color pages in 
Esquire, Glamour, Life, Mademoi- 
selle, The Saturday Evening Post, 
Seventeen and Vogue during June, 
July and August, in order to hit the 
peak of the vacation and back- 
to-school seasons. Luggage and re- 
tail business papers will also be 
used. 

Heavy emphasis will be placed 


on the women’s line, with fashion 
and color as the chief advertising 
appeals. 

The company states it already 
has wide distribution in depart- 
ment stores and luggage stores and 
that the dealer organization will 


new accounts are now being 
opened at a rate of 75 to 100 a 
month. 


Nadal Heads New Ford Unit 


Robert R. Nadal, who has been 
manager of the used car and truck 
sales department of Ford Motor 
Co., has been appointed head of 
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Forms Corporate Agency 


Blumberg & Ciarich, New York, 


which has operated as a partner- 
ship for the past ten years, has 
become a corporation under the 
name of Blumberg & Clarich Inc. 
Hyman Blumberg has been elected 
president and Joseph J. Clarich 
be expanded. It reports also that | secretary-treasurer. 
has moved from 31 Union Square 
to 853 Broadway, New York. 


Elects Kyle Vice-President 


The agency 


Milton T. Kyle, vice-president 


in charge of the Philadelphia office 
of Albert Frank-Guenther Law, 
has been elected a director of the 
agency. 


a newly established dealer de- 
velopment office, created by Ford 
to provide part of the funds re- 
quired for capitalization of new 
Ford, Lincoln and Mercury dealer- 
ships. From 1939 to 1942, Consoli- 
dated Development Co., a Ford 
subsidiary, operated a plan for as- 
sisting in dealership financing. 


PrLG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


Ask them! 


Asc Oure F 


Dealers are in the key position between you and your 
farm customers. Why not ask them which farm publi- 
cation they believe will do your best selling job for 
them? They'll base their judgment on what they hear: 
comments of customers and prospects... and on what 
they see: the movement of goods. What they have to 
say about your choice of media is worth listening to. 
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Metropolitan Life 
Ads Are Based on 


‘Newsweek’ Movie 


(Picture on Page 1) 

New Yorx—Metropolitan Life 
Insurance Co. last week launched 
a series of ads in 800 newspapers 
captioned “Newsweek Looks at 
Life Insurance.” 

Copy tells how Newsweek editors 
interviewed Leroy A. Lincoln, 
Metropolitan president, on the 
general subject of life insurance. 

Originally, the interview was 
intended for direct telecast on the 
magazine’s weekly television show, 
“Newsweek Views the News.” 
However, the interview, complete 
with charts and graphs, actually 
was filmed. 


es Prints of the film (16mm) are 
being released to Metropolitan 
agencies throughout the country. 
In effect, the film presents the com- 
pany’s 1950 annual report, and 
policyholders will be invited to 


a ae, ee ee ee 


view the movie. 

In addition, the script has been 
reprinted. exactly as filmed for 
distribution to policyholders. 

About half of the ad copy is 
devoted to excerpts from Mr. 
Lincoln’s remarks during the in- 
terview—on payments to policy- 
holders and beneficiaries; total 
insurance in force; total assets; 
increased life expectancy and divi- 
dend payments. 

The remainder of the ad carries 
a statement of the company’s ob- 
ligations and assets as of Dec. 
31, 1949. 

The report, incidentally, puts 
total Metropolitan life insurance 
in force at the end of 1949 as $42 
billion, a 4% increase over 1948. 
Assets increased 6%, to $9,700,- 
000,000. 

Young & Rubicam directs the 
account. 


de Garmo Names Wilson 

de Garmo Inc., New York, has 
added Graham Wilson, formerly 
production head of Barbera Origi- 
nals Inc., to its executive staff to 


head production. 


Reappraisal of 
Basic. Problems 
Urged by Kobak 


Suggests Careful Study 
of Tripartite Groups, 
Other Ad Situations 


MILWAUKEE—A@Gvertisers and 
media must face up squarely to 
half a dozen or more challenging 
situations which have developed 
during the past ten years, Edgar 
Kobak, former president of Mutual 
Broadcasting System and now a 
business consultant, told the Mil- 
waukee Advertising Club Thurs- 
day night. 

The war years have lulled all of 
us, and allowed a number of basic 
situations and problems to develop 
without anyone paying too much 
| attention to them, he said. Now, it 


search 


and standards of practice. 


it is a healthy thing for the field 
in the long run, Mr. Kobak said. 
because it has forced publishers on 
both sides of the fence to take a 
good look at themselves and their 
operations, and to re-examine 
their basic concepts with regard to 
circulation methods. 

Without expressing an opinion 
as to the feasibility of Phonevision 
or its chances for success, Mr. 
Kobak said that it is noteworthy 


that the Federal Communications 


...like California without the 


illion ollar alley of the ces 


Make sure you land in California’s Billion Dollar 


tomotive advertising. 


Reaches 9 out of 10 families 
in ABC city zone . . . half 
of all families in 19-county 
trading area. Of all papers 
in the West, Media Records 
rank it 1s¢ in total daily au- 


in ABC city zone. . . half 
ty. The only daily paper i 


Reaches 9 out of 10 pm pe 
° 
all families in Stanislaus Coun- 


Modesto— a city with per 
capita food sales 323% above 


average by 40% .. 


A US. average! 
\ 
* THE FRESNO BEE 
Reaches 9 out of 10 families 
enon! in ABC city zone .. . half 


the families in 4-county 
ABC trading area. Largest 
paper between SF - LA. Lo- 
4 cated in nation’s #2 test 
market, 


or mo competition! 


Valley. Per capita food sales there top the US. 
. total retail sales are more 
than twice Pittsburgh’s.* But you jump to the 
wrong conclusion if you figure coast papers cover 
this inland market. They don't, any more than 
Cleveland papers get around Pittsburgh. 

You cover the Valley only with strong Jocal 
papers— the three McClatchy newspapers. In an 
area containing three-quarters of the Valley's buy- 
ing power, The Sacramento Bee, The Modesto Bee 
and The Fresno Bee far outcirculate all other 
papers—local or West Coast. In fact each of 
them, in its own rich part of the Valley, has little 


*Sales Management's 1949 Copyrighted Survey 


“ latchy emspapers 


National Representatives ... O'MARA & ORMSBEE, INC, 
New York * Los Angeles * Detroit * Chicago * Sam Francisco 


is essential that these situations be 
reappraised and restudied, in the 
light of the long-term implications. 

Among the problems facing ad- 
vertising—and the whole economy 
—Mr. Kobak touched briefly on 
several, including the paid-versus- 
controlled controversy in the bus- 
iness paper field; the matter of 
good taste; Phonevision; transit ra- 
dio; the concept of tripartite re- 
in the advertising field; 
and advertising and media codes 


w The paid-free controversy was 
unfortunate in some respects, but 


— 
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Commission is permitting it to he 
tested before holding hearings. 

“It is not a good thing to be 
having technical problems decideg 
by the government before they are 
tried out in actual practice,” he 
said. “Ultimately, the people wilj 
decide whether they want services 
like this and are willing to pay 
for them.” 

The same reasoning he applied to 
the transit radio situation, which 
he said gives every impression of 
“another case of one medium try- 
ing to stop another.” The “captive 
audience” designation which has 
been hung on transit radio is silly, 
he asserted, and the competitive 
methods which have been used to 
discredit the medium bode no good 
for the advertising business as a 
whole. 


a The problem of good taste is a 
major one which must be squarely 
and courageously faced, Mr. Kobak 
said. “Poor taste isn’t showing up 
only in television and radio, but 
in all media of communication, not 
excluding the book field—and 
especially the 25¢ reprint field— 
where advertising is not even re- 
motely concerned,” he said. 

“All of us must face this problem 
of exceeding the bounds of good 
taste. We must regulate ourselv’s 
and our activities, and do it fast, 
or some one else will do it for u>.” 
Turning to codes and standards 
of practice, particularly those con- 
cerned with use of advertising 
media, Mr. Kobak indicated that 
in his opinion they need a com- 
plete overhauling, at least as much 
with regard to their effectiveness 
as to what they profess to say. 
Everyone operating under such a 
code certainly “ought to take a 
good look at what the code says, 
and then at what he is doing, and 
try not to blush,” he said. 


sw Some of his most provocative 
statements Mr. Kobak reserved for 
the subject of tripartite activities 
in the advertising field—those in 
which agencies, advertisers and 
media join in non-profit opera- 
tions, usually with the media pay- 
ing the bills and the buyers dom- 
inating the policy group. 
“Tripartite research in the ad- 
vertising field is generally felt to 
be good,” Mr. Kobak said, “and I 
am not saying it isn’t. But it seems 
to me that there are potential dan- 
gers in these operations, and the 
entire subject ought to be given the 
most careful study by key men in 
the business. 


a “They ought to explore—and 
with the greatest care—such 
fundamental questions as whether 
non-profit organizations sponsored 
by exponents of the free American 
competitive system are a contra- 
diction in terms. They ought to 
give serious consideration to 
whether buyers of advertising, in 
such organizations as the Audit 
Bureau of Circulations and Broad- 
cast Measurement Bureau, should 
always have a majority vote in 
setting basic policies which some- 
times can seriously affect the 
livelihood of sellers. They ought 
to examine the possible dangers 
of developing a kind of ‘kitchen 
cabinet’ operation in these co- 
operative enterprises, with little 
change in the seats at the directors’ 
table, and many of the grouvs 
ultimately run by a relative hand- 
ful of the same people. 

“These and other similar ques- 
tions of long-term basic policy de- 
serve the most serious and careful! 
study which we can give them.” 


Continental Names Trenbath 


The plastics division of Con- 
tinental Can Co., Cambridge, O., 
has appointed Gerald S. Trenbath 
as a sales representative, with 
headquarters in the eastern divi- 
sion’s New York office. He is re- 
sponsible for the sale of point of 


purchase signs. 
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Crosley Offers AM, 
TV Spot Accounts 


Summer Time Bonus 


CrncinnaTI—Crosley Broadcast- 
ing Corp. is offering bonuses of as 
much as 50% in extra time to local 

spot advertisers who agree to con- 
tinue advertising through the sum- 
mer months. 

Spot advertisers on Station 
WLW will receive a time bonus of 
as much as 25% for staying on the 
air. Spot advertisers on the WLW 
television stations will receive 
bonuses of up to 50%. 

For example, a radio advertiser 
spending $1,000 weekly during 
July, August and September will 
receive up to $250 a week in ad- 
ditional time, to be used in the 
same three months. The bonus 
does not reduce a spot advertiser’s 
regular billing. 


s Details are as follows: 

Current 52-week advertisers will 
receive 20% of their gross billing 
in extra time during the months of 
July, August and September. 

New accounts that broadcast any 
time between April 1 and Sept. 30 
for less than ten weeks will re- 
ceive 20% in added time. 

New accounts that broadcast for 
not less than five months between 
April 1 and Sept. 30 will receive a 
25% bonus in time. 

Regular accounts which buy ad- 
ditional facilities also will be en- 
titled to a 25% time bonus. 

The plan does not apply to net- 
work accounts. 

On video stations WLW-T, 
WLW-D and WLW-C, advertisers 
may choose either the established 
40% summer cash discount or the 
50% bonus in extra time. 


Simonds, Payson Appointed 

Simonds, Payson Co., Portland, 
Me., has been appointed advertis- 
ing counsel by Nichols Poultry 
Farm, Kingston, N. H. National 
and regional farm and poultry 
publications and direct mail will 
be used to promote Nichols chicks 
and hatching eggs. T. R. Walling 
is Nichols’ newly appointed adver- 
tising manager. 


Johnson to Kenyon & Eckhardt 

Robert E. Johnson, formerly 
West Coast representative of Ross 
Roy Inc., has joined the Holly- 
wood office of Kenyon & Eckhardt, 
where he is handling public rela- 
— on the Lincoln-Mercury ac- 
coun 


HOW SHALL I FRAME MY PICTURES? 
What size frame shall you use? What style 
will best harmonize with the picture and 
your furniture? How can you make more in- 
teresting wall arrangements? These are 
questions our framing experts can answer 
for you. Come see our choice collection of 
frames, full color prints and modern masters. 
Bring your pictures and your questions with 


YOU. Send for your free copy 
of the 16 page book 


Visit America's Largest Art Supply Center 
| Arthur Brown & Bro., inc. 
| Dept. G 2 West 46 St., N. Y. 19, N. Y. 
| Send me free copy of "PICTURE FRAMES” 


| Nome 


Presto to O’Brien Agency 

Presto Recording Corp., New 
York, has appointed O’Brien & 
Dorrance to handle advertising in 
business papers and by direct mail. 
The account was previously 
om through Roy S. Durstine 

c. 


Rosten Joins DuMont Net 

Irwin Rosten has resigned as 
television editor of Radio Daily 
to join the DuMont Television 
Network, New York, as an admin- 
istrative staff assistant. 


Sylvania Repackages Light Bulbs to Include 
Several Sizes; Hopes to Increase Turnover 


New YorK—Half-page b&w ads 
will be used in April issues of 
Better Homes & Gardens and Good 
Housekeeping, and a half-page in 
two colors in the April 15 issue 
of The Saturday Evening Post, by 
Sylvania Electric Products Inc. to 
support the introduction of a new 
“quick turnover” package for deal- 
ers containing an assortment of 


incandescent electric light bulbs. 

The assortment for dealers, 
which contains 124 bulbs, is based 
on yearly customer demand and 
sales as determined by a recent 
survey conducted by the company. 
It was found that people in gen- 
eral want more 60-watt and 100- 
watt bulbs than other sizes. 

The new pack will enable deal- 


‘ers to make unit father than in- 


dividual sales, thus allowing a 
fast turnover of the carton with 
economy of handling. 

Cecil & Presbrey is the agency. 


Gé&K Appoints Remington 

Graton & Knight, Worcester, 
Mass., manufacturer of belting and 
other industrial leather products, 
has appointed Wm. B. Remington 
Inc., Springfield, as merchandising 
and. sales promotion counsel for 
all departments and affiliated com- 
panies. 


D! DELICIOUS 


Bee a oe Se ig Sa at ania acs ReMi Li. al 


Print your ad on “‘self-stik”” Myst1k and 
it’s ready to put up with a touch. That means more 


point-of-sale advertising up . . 
gets the best spots. . 


. less waste. And Myst1k 
. cash registers, counter tops 


and fronts, store doors, or right on your product. 


There’s nothing else like genuine, patented Mystik. 


It prints or lithographs beautifully in colors, die-cuts 
to all shapes and sizes, is flexible and really sticks. 


And it gets your message up! 


FREE—Write for samples and new book, 
“39 Ways To Use Mystix.”’ Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 
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e THERE IS no accurate tally of 
open houses for employes held in 
1949 in the nation’s mills, factories 
and other institutions. The total, 
however, was probably consider- 
ably higher than in 1948, because 
management was discovering that 
the employe open house is quite 
a builder of good will. 

But in its scramble to please the 
folks in the shop, management oc- 
casionally forgets the white collar 
people. These are sometimes 
drafted as escorts, or to serve cof- 
fee to visitors, but in the main they 
stand a trifle dejectedly on the 
sidelines or fail to show up at all. 
Office Christmas parties have been 
known to backfire when some 
normally mild clerk, after two 
treks to the punch-bowl, casts off 
the hobbles of restraint and tells 
the Old Man how to run the busi-~ 
ness. That usually ends that, for 
everybody. 

The Toni Co., in Chicago’s Mer- 
chandise Mart, a few weeks ago 
undertook a cautious experiment 
with its first open house for its 
office personnel, and emerged with 
what the guests called a winner. 


ws The company is young, and of- 
ficials didn’t want it to become too 
old without getting everyone ac- 
quainted. The invitations wisely 
included employes’ families; the 
affair, as a matter of fact, was built 
around the children, who showed 
up in droves. 

It was a routine party in some 
respects, but in others it wasn’t. 
Mothers upon arrival were greeted 
with warmth, decorated with baby 
orchids, and hastily relieved of 
their small charges. Girls in the 
office took the youngsters over and 
monitored them to continuous 
shows, involving a magician, excit- 
ing moving pictures about Little 
Black Sambo, unrestricted quanti- 
ties of ice cream and candy, and 
couches for convenient naps. 

Officers of the company, start- 
ing with the president, R. N. W. 
Harris, met all the guests and had 
a pleasant several words with all. 
After informal tours of the of- 
fices, visitors were ushered to the 
dining room for highly palatable 
food, on the house. 


@ There was no elaborate pro- 
gramming about it; the idea was 
simply to get the office people and 
their families together on an ami- 
able social footing, and to let the 
youngsters have a good time. 

It could be pointed out that there 
is nothing particularly new about 
an office open house, but a check 


NEW JERSEY'S FOURTH LARGEST MARKET 


JUICY MELON? 


Bayonne residents spend $292.00°* per per- 
son annually for food—36% more than the 
national average of $214.00. Get your share 
of this important market by advertising in 
The Bayonne Times. 
* Source—Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. © 228 N. LaSalle St., Chicago 


Employe Communications 


How to Win Friends Among Your Workers 
By Rospert NEwcoms and Marc SAMMONS 


of eleven business houses in the 
same area as Toni revealed that 
only one company had ever held 
one, and when it was held the 
families were not included. 


at 


Freund Joins Frankfort 

Gusreid Freund, for the past six 
years liquor editor of the New 
York Journal of Commerce, has 
been named director of trade re- 
lations of Frankfort Distillers 
Corp., New York. 


New Office tor Peed 
Earl S. Peed, handling public 


relations for Il Progresso Italo- 


Americano, New York, has opened 


= offices at 270 Park Ave., New 


ork. 


Walsh Joins Sumner Co. 

Robert E. Walsh Jr. has joined 
G. Lynn Sumner Co. as production 
manager. He was recently with 
D’Arcy Advertising in the same 
capacity and previously was with 
McCann-Erickson and Kenyon & 
Eckhardt. 


Colton Agency Names Rogers 
Virgil Rogers, formerly with 
McMahon Advertising, has been 
appointed assistant art director of 
Wendell P. Colton Co., New York. 


Advertising Age, March 27, 


Merger in Africa 
The Natal 


Sunday Post 


Sunday Tribune, both of Du 
South Africa, will be com bined, 
effective April 2, as the Su 


Tribune and Sunday Post. 
representative is S. S. Koppe Co 


New York. 


Clerico Heads United Art 


U. 


My 


Louis R. Clerico Jr., who joined 
United Advertising Agency, New. 
ark, in 1946, has been appointed 


art director. 


That's the Story of Repsoox’s Young Adult Market! 


SINCE 


The other day we ran across some figures that are 


interesting, significant, and probably startling to 


many advertisers and advertising men. We quote: 


1940... 


1314 million old customers have died. 


Over 17 million marriages have taken place. 


Over 30 million babies have been born. 


Over one-third of all present families in the U.S. have been formed. 


ALSO... 
Out of the 140 odd million people in the U.S. today. 


63 per cent do not remember World War I. 


¢ ¢ 


Fifty-two per cent do not remember 


a Republican administration in the White House! 


Forty-eight per cent do not remember 


what conditions were like before World War Ik. 


Forty-four per cent are consciously experiencing 


for the first time a free market in which they can buy 


what they want from normal assortments. 


—.. 
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TTV Promotes Conn ; ; Mary” daytime show on NBC.ja survey showed Carnation that 

and patcn & W. Conn, director of Albers Begins Campa ign for Instant Wheat Signs showing the half-price sale, | two-thirds of the people questioned 

ira, operations for KTTV, Los Ange-| Los ANGELES—Albers Milling} Opening ad is 640 lines in 18}and other point of purchase ma-|allow themselves only 15 minutes 

. ined, jes, has been named executive pro-| division of Carnation Co. has com-| metropolitan newspapers. Follow-/|terial have been made available] or less for breakfasting. The com- 

ue ducer. He will oversee all direc-|pleted distribution of Instant| up ads will be small, with several|to the trade. pany for years has had a steady 

© Co § tional and production procedure) Wheat in the ten western states it|scattered through each issue of _*  |seller in Carnation Quick Wheat. 

" | and serve as show director. covers, and is now launching cam-|the newspapers used. Also on the|#™ Following the half-pricé copy,| Making certain product changes to 

paigns in California and Arizona,|newspaper schedule is the Nancy | ads will bear such headlines as “In | reduce its cooking time in the 

Novy 4 ny Philco ot featuring an introductory half-|Sasser Buy-Lines column in the|no time,” “Like magic,” “Quick as|home to virtually zero, the com- 

Oined ae = He noe i poo price sale. The product has been} West. a wink” and “Sleep longer,” to pany came up with Instant Wheat, 

New. enogee of Philco Distributors|™arketed on a test basis in the} The radio schedule will include|emphasize the short time needed | which it says sacrifices none of the 

inted Inc., Chicago, a position he has Northwest for the past year and/local spot campaigns, and an-/to prepare Instant Wheat. qualities preferred in the older 
held for several years. a half. nouncements on Albers’ “Aunt| The product was developed after | product. 


ARE YOU REACHING THIS NEW BUYING PUBLIC? 


Erwin, Wasey & Co. here is the 
agency for Albers division and 
Carnation. 


Signa Flow Names Lippman 


Lippman Advertising Associates, 
Buffalo, has been appointed to 
handle advertising of Buffalo Elec- 
tronics Corp., Buffalo, manufac- 
turer of Signa Flow, an electronic 
control device for food process- 
ing. Business papers will be used. 


Singer Moves Offices 
Lawrence H. Singer, industrial 


designer, has moved to larger 
quarters at 1123 Broadway, New 
| York. 

When 


a publication 
quadruples 
circulation 


in only 8 years 


| 1949 
143,050 


100} 
160) 
40 
i) 
106) 
we 
oe 
“ 
.) 
Se a 
Gorees docotel ceoclenal 
it’s time 


to take a look! 


(If you advertise to busi- 
nessmen, ask the neares! 


Is YOUR ADVERTISING aimed directly at these age group. Every article, every piece of fiction, 


people? Do you know what, how and how much Well Sivee? Journal emeam 


tising representative for 
more facts showing why 
The Only Nationol Business 
Daily should head your list.) 


is edited specifically to them. They see themselves 
reflected in the pages of REDBOOK ... their prob- 
lems, hopes, and their philosophy of life. 
Boiled down, that philosophy is, Lrve-Now, 
Act-Now, Buy-Now. And, they Do “buy-now,” 
in huge quantities, of almost any product you 


of the nation’s consumer’s goods they buy? Do 
you know what publications they like, and 
whether the publications in which you advertise 
know them? 

REDBOOK’ editors have been studying today’s 
Young Adults who comprise a healthy chunk of 


THE WALL STREET 
JOURNAL 


Theodore E. Callis 


can name. 


this new market. .. because REDBOOK’S reading REDBOOK offers you a multi-million audience 


Edward Pratt 


audience is composed largely of this 18-to-35 of these avid buyers, at very attractive rates. 44 Broad Street 4.N. Eighth Street 
New York (4) St. Louis (1) 
* + 
e m Don Leopold John Gray 
S NMG Whe self-tilecetl of Young Adald 4 117 S. 17th Street 911 Young Street 
a. Philadelphia (3) Dallas (2) 
*. - 


THE LIVE-NOW...ACT-NOW...BUY-NOW...AGE GROUP 


Willard Hall William Wallen 
Buhl Building Commerce Building 
Detroit (26) Houston (1) 
- an 
Albert Anastasia Albert Couderc 
‘ Board of Trade Bidg. 415 Bush Street 
Chicago (4) San Francisco (8) 
: e * 


Stephen Crosby 
108 West Sixth Street 
Los Angeles (14) 


Robert Knapp 
Republic Building 
Cleveland (15) 
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TV Homes Still 
Listen to Radio 
in Off Hours 


New Yorx—People with televi- 
sion sets still tune in their favorite 
radio programs, but, for the most 
part, their radio listening is done 
in the hours neglected by video. 

In some cases the radio and tele- 
vision sets are being used simul- 
taneously—presumably by differ- 
ent members of the family. 

These are among the most in- 
teresting findings in an Advertest 
Research survey covering radio 
listening versus TV viewing in 
video homes. 


ws Some 546 television families in 
New York and New Jersey were 
interviewed during the first ten 
days of February for the study. 
Advertest publishes monthly re- 
ports on the “television audience 
of today.” 

Radio is getting slightly more 
attention from viewers on week- 
ends than it does throughout the 
week. Radios are playing regularly 
on Saturdays and Sundays in 
14.8% of the homes studied, while 
TV sets are going in 53.4% of 
them. Some 9.1% of the sample 
have radio and television going at 
the same time during the weekend. 

Sunday is the big day for AM 
and TV for these metropolitan 
families. Some 11.5% said they 
listen longer to radio on Sunday 
than any other day—Saturday was 
runnerup with 10.3%—and 37.2% 
said they look at TV longer on 
Sunday than any other day. Sec- 
ond day of the week for length of 
viewing was Wednesday. 


s Radio’s daily average (Monday 
through Friday), in terms of homes 
tuning in regularly, was 13.2%, 
ranging from 10.8% at night to 
27.8% in the morning. TV’s daily 
average was 29.6%, varying from 
1.7% in the morning, when most 
stations aren’t on, to 69.3% at 
night. Daily simultaneous average 
(homes with both AM and TV on) 
was 4.4%. 

Best hour for radio was 10:30 to 
11 a.m., Monday through Friday, 
when 32% of the televiewers were 
numbered among its audience. Best 
daily afternoon radio score was 
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Win for your product the influence 
and good will ofthe 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 


13.2% for the 3-3:30 p.m. segment. 
The choice evening hours of the 
weekend were marked by high 
percentages in the listening-and- 
viewing column. Starting with 
11.7% at 5:30, this hits its peak 
with 16.3% at 7 p.m. This is the 
hour of the top-rating Lucky 
Strike-Jack Benny show on CBS. 


a Somewhat surprisingly, the top 
time for TV sets-in-use, according 
to Advertest Research, was week- 
days, 10-10:30 p.m., with 82.4%. 
Weekday sets-in-use moved steadi- 
ly upward from 46.2% at 5 p.m., 
then dropping from 82.4% to 
74.3% at 10:30 p. m. 

Peak time for TV sets tuned in 
on weekends was 8:30-9 p.m., with 
75.6%. 


mentaries, classical music and com- 
edy, in that order, are the types 
of broadcasts listened to most 
frequently by the televiewers. The 
top ten radio shows, as ranked by 
the TV homes, are: 

Arthur Godfrey—morning 
(WCBS), WOR 11 p.m. news, 
Make Believe Ballroom—morning 
(WNEW), Drew Pearson (ABC), 
Jack Benny (CBS), Lux Radio 
Theater (CBS), 6:30 p.m. news 
(WOR), Make Believe Ballroom— 
evening (WNEW), 8:00 a. m. news 
(WOR), and Suspense (CBS). 


Moxness Gets Promotion 

John B. Moxness has been ap- 
pointed industry engineer in charge 
of sales promotion of control de- 
vices for the Brown Instruments 
division of Minneapolis-Honeywell 


Popular music, news, news com- 


Regulator Co. in Philadelphia. 


Chin’s Foods to Coleman 


Chin’s Frozen Foods, Portland, 
Ore., first packager of frozen Chi- 
nese foods in the Northwest, has 
appointed Coleman Advertising 
Agency, Portland, to handle its ad- 
vertising. Newspapers are being 
used in the initial campaign for the 
five items in the line: egg foo yong, 
chop suey, chow mein, sweet-and- 
sour spareribs and fried rice. 


Jackson Names Lawrence 


Jackson Industries Inc., Chi- 
cago, manufacturer of low-cost 
television sets and radio-phono- 
graph combinations, has appointed 
Lawrence Advertising, Chicago, to 


fhandle its account. An introductory 


campaign using cooperative news- 
paper copy, national magazines, ra- 
dio and television and trade publi- 
cations is scheduled. 
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Cunningham & Walsh Stages 
Spring Art Exhibit 

Cunningham & Walsh, New 
York, has launched an annual ex. 
hibit of paintings and handicraft 
work by employes as a spring art 
show to run through March 31, 

In line with the agency’s pro- 
gram to foster creative talent and 
to judge employe talent, the ex- 
hibit includes all arts and handi- 
crafts. Past exhibits have been re. 
stricted to the graphic arts. 


Marvel-Schebler Moves 

All manufacturing and admin- 
istrative activities of the Marvel- 
Schebler Carburetor division of 
Borg-Warner Corp. will be moved 
from Flint, Mich., to Decatur, II, 
in late summer or early fall. The 
division manufactures carburetors 
for the farm implement industry 
as well as for general industries. 
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unduplicated flexibility of PICTORIAL REVIEW. With 
PICTORIAL REVIEW you can back WP ses superpowered 
sales drive with a supe 

without investing a single advertising penny out- 
side the area you wish to cover. You can buy without 
penalty from 1 to 10 of PICTORIAL REVIEW’s rich 
markets as your need arises. 


How do your present sales records 
PICTORIAL REVIEW'S 10 rich “key” markets? In 
which of these are your sales sickly, dying? In which 
do you need the quick help of PICTORIAL REVIEW'S 


wered advertising drive 


check with 


otor? If in any single one 
the volume and profits that 


yours, try putting PICTORIAL REVIEW to 
work for you in that market . 


now! 


And Pictorial Review Gives You These Other Exclusive Advantages 


World’ 


1. A mase-buying audience created and held by the 
8 top artists and writers. 


2. Proven high readership for all advertisements. 


anchored deep in all the news of 
-eoena tinea aaeiamna 


or your sales 


your 
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5. No-single page oonatiis uct advertising —a 
clear field for de 


6. iu sme yout svg toi ting 
individual market sales plans. 


3. The Ti ee € se: of color advertising even in a 7. Deep penetration into largest customer-masses in 
single America’s biggest buying centers. 
4. Reader interest 


8. ee ents Sie Mires aay ree Sees Seianee or 
the fi Hearst Sales Operating Controls. 
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Account Exec Stays 
up All Night, “LHJ’ 
Article Is Result 


Co_umsBus, O.—One night last 
summer, Bill Arter, Byer & Bow- 
man account executive, stayed up 
late leafing through the Ladies’ 
Home Journal. Before long, he 
found himself busily pushing type- 
writer keys. 

The result of his all-night stint 
—and several more evenings of 
work—appears in the April issue 
of the Journal, in the “How Amer- 
ica Lives” department. 

He didn’t tell his family about 
the project. When asked, he 
shrugged it off “with some mumble 
about planning an advertising 


campaign.” And it wasn’t until a 
Journal editor called him a few 
months later to make final ar- 
rangements that the family found 
out about it. 


s Bill Arter and Mary Menkel 
eloped when he was 20 and she 
was 16, with a year of high school 
to finish. The families of the new- 
lyweds, he recalls, “held indivi- 
dual and collective indignation 
meetings” but, finally, “swallowed 
their disappointment and began 
to plan for us to continue our 
threatened schooling.” 

Bill and Mary now have a son, 
17, and a daughter, 14. Not con- 
tent with the problems of two 
teen-agers, they decided to start 
a second family and now have two 
other daughters, one aged two and 


one five months old—hence the 
title of his story, “More Babies 
—More Fun.” 

How they reached their present 
estate, and how they enjoy their 
“household with the built-in baby 
sitters” form the substance of the 
article in the April issue of the 
magazine. 


Bridgeport Club Elects 


John F. Higgins, advertising and 
sales promotion manager of Man- 
ning, Maxwell & Moore, has been 
elected president of the newly or- 
ganized Bridgeport, Conn., Adver- 
tising Club. Other officers are Ted 
Sommers, president of Ted Som- 
mers Advertising Agency, vice- 
president, and George W. Hayden, 
publications director of the Bridge- 
port Chamber of Commerce, sec- 
retary-treasurer. 


Competing Brews 
Join Hands for 
Baseball Telecast 


MINNEAPOLIS—Two competing 
breweries here, Gluek Brewing 
Co. (Gluek’s and Stite) and the 
Minneapolis Brewing Co. (Grain 
Belt), signed contracts last week 
with Station KSTP-TV for co- 
sponsorship of the Minneapolis 
Millers’ baseball telecasts for the 
1950 season. The unusual decision 
was reached when Gluek, which 
held an option for half sponsor- 
ship of the games, contacted Min- 
neapolis Brewing and suggested 
the cooperative deal. 

Advertising agencies for both 
companies—Vance Pidgeon As- 


00 
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A MEARST 
PUBLICATION 
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Nationally 
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sociates for Gluek, and Batten, 
Barton, Durstine & Osborn for 
Grain Belt—declared that this will 
not be a race for attention so far 
as commercial content is con- 
cerned. “We will not attempt to 
outdo each other,” Vance Pidgeon 
asserted. 


s The aim of both advertisers, it 
was announced, will be two-fold: 
(1) to present the games as a 
public service and advertising beer 
as a product, and (2) promoting 
the individual brands. There is 
no financial, advertising or other 
interlocking agreement between 
the two firms. 

Louis Gluek, secretary and ad- 
vertising manager for Gluek Brew- 
ing, said, “We have sufficient trust 
and confidence in each other to 
want to do an industry job. This 
venture is largely public service.” 
Frank Kiewel, director of sales 
and advertising for Minneapolis 
Brewing, said, “We feel that this 
may start some thinking among 
advertisers who have both a prod- 
uct and an industry job to do. We 
plan to prove that it is possible to 
accomplish both objectives in one 
swoop.” 

Division of commercial credits 
has not been decided as yet. 
Whether the two companies will 
alternate the games, or divide 
each game, will be determined 
later. 


Matthews to Ross Roy-Fogarty 


Jack Matthews, formerly a space 
buyer on Procter & Gamble with 
Dancer-Fitzgerald-Sample, has 
been appointed head of the media 
department in the Chicago office 
of Ross Roy-Fogarty Inc. He will 
work with Carl Hassel, media di- 
rector of Ross Roy Inc., Detroit. 


Dunham Appoints Ford 


Edward F. Ford, for the past two 
years assistant sales manager of 
C. A. Dunham Co., Chicago, manu- 
facturer of heating equipment, has 
been appointed manager of mar- 
keting and promotion. E. W. Car- 
diff has been named assistant 
manager. 


Maslowe Joins Bakers’ Group 


W. T. Maslowe, formerly with 
J. Walter Thompson Co., Chicago, 
and Geyer, Newell & Ganger, New 
York, has joined the ee 
staff of the American Bakers As- 
sociation, Chicago. 
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Along the Media Path 


e@ Station WLAW, Boston area 
American Broadcasting Co. affili- 
ate, has launched a newspaper 
campaign emphasizing gains of 
101% in daytime listening, 179% 
in nighttime listening and 108% in 
coverage and service, during the 
past three years. The station, now 
a 50,000 watter, formerly operated 
on 5,000 watts. 


@ Business Week has issued a 
four-page pamphlet containing a 
case study of results obtained by 
Pan American World Airways 
from a series of eight “clipper car- 
go” advertisements run last year. 


e@ Liberty is using newspaper ad- 
vertisements in 150 cities to herald 
its new editorial policy, announced 
last month. Copy is headed: “What 
Liberty means to Eleanor Roose- 
velt.” Similar insertions are ap- 
pearing in a dozen business papers, 
through St. Georges & Keyes, New 
York. 


@ During the recent blizzard, 
which snapped South Dakota news 
service wires, Station WNAX, 
Yankton, serviced newspapers 
and radio stations cut off from 
news sources with a steady stream 
of information on its regular news- 
casts. “Please copy,” advised 
WNAX announcers. 


e Ludwig Baumann, New York 
store, placed a four-color page in 
the Sunday Mirror Magazine on 
Nov. 20, advertising a Keystone 
1l-piece, 8mm movie camera out- 
fit for $119.95. In a two-color 
booklet, the Mirror tells how the ad 
pulled 645 orders totaling approxi- 
mately $77,000. 


@ The National Geographic Soci- 
ety has completed distribution of 
68,000 reprint copies of the March 
National Geographic Magazine 
destined for northern California 
subscribers. Most of the original 
copies were destroyed or damaged 
when a steam pipe burst in a rail- 
way mail car loaded with the mag- 
azines. 


@ Time has worked up a quiz 
booklet for media men, based on 
data published in the “Audience 
Study of 11 Magazines in Canada.” 
Answers to the questions, which 
Time feels are important in media 
selection, are listed in a special 
sealed section of the booklet. 


@ Wise, Smith & Co.. Hartford 
department store, has been ad- 
judged the 1949 grand prize winner 
in Coronet’s merchandising con- 
test for retailers staging the best 
tie-in promotion of a product ad- 
vertised in the magazine. The prize 
was awarded for a special Christ- 
mas promotion of RCA Victor 45 
rpm. records and phonographs. The 
promotion worked so well that, 
# despite emergency shipments ’from 
the local distributor, Wise, Smith 
& Co. was unable to supply the 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 


loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only of Its kind ever made. Write now 
for this free information, 


demand. 


e@ According to a Chicago Tribune 
analysis of footwear advertising, 
the total annual investment in shoe 
advertising in all Chicago news- 
papers has increased more than 
70% since 1940. Chicago retailers 
used $696,958 worth of newspaper 
space in 1940. In 1949, the total 
was $1,188,481. For ten years the 
percentage of space devoted to 
women’s and men’s shoes has 
changed little. About 77% of the 


money is spent on women’s foot- 
wear and about 23% on men’s 
footwear. 


e@ Beginning in the June issue, 
Esquire’s “Talking Shop” depart- 
ment will carry names of retail 
merchants and the prices of items 
described in the department’s col- 
umns. 


@ On June 15, the Deseret News, 
Salt Lake City, will celebrate its 
100th anniversary with a special 
centennial edition. It is expected to 
be the largest ever published by 
the newspaper. 


e The Lancaster New Era and In- 
telligencer Journal set a new rec- 


ord with the annual farm section 


on March 11. The 26-page special 
section—largest yet published— 
carried 3,225 inches of advertising. 


e A new nationwide newspaper 
campaign was started last week 
by Pageant, with the first 1,650- 
line insertions scheduled to appear 
in 30 newspapers in 25 cities. Biow 
Co. is the agency. 


e@ Argosy celebrated its achieve- 
ment of reaching 1,000,000 circula- 
tion with a party at the Ritz-Carl- 
ton, New York, for representatives 
of the press, advertisers and agen- 
cies. The magazine places January 
sales at 1,022,500 copies, and Feb- 
ruary at 1,037,000. It converted 
to a man’s magazine in 1947 with 
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a circulation of 250,000. Publisher 
Harold Goldsmith also reported 
that a 27% linage increase was in. 
dicated for the first four months 
of 1950. 


e@ Norfolk Newspapers carried a 
total of 125 pages of television ad. 
vertising, featuring the local tele. 
vision show sponsored by the 
newspapers, between March 12 and 
16. About 50% of the 252,480 lines 
carried was billed at the national 
rate. The Sunday Virginian-Pilot 
carried a 56-page TV section, and 
the Ledger-Dispatch on Monday 
carried a similar 48-page section, 


e@ The Fort Industry Co. Station 
WJBK-TV, Detroit, has purchased 
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49 first-run feature movies from 
Eagle Lion Films at a package 
price of $12,250. The movies will 
be telecast beginning late in May 
as a regular weekly supplement, 
and also will serve to take the 
place of many regular network 
features during the summer 
months. 


e The Tribune, Hastings, Neb., on 
March 13 published an all-time 
record edition of 160 pages. Called 
the “tapeline edition,” it is de- 
signed to bring up to date the 
developments in neighboring south 
central Nebraska and northern 
Kansas areas, including those of 
industry, agriculture and water 
power projects. 


e A bitter battle between pro- 
ponents of a federal housing proj- 
ect in South Bend, Ind., and the 
project’s opponents resulted in 
a tie vote in the city council. The 
federal government was prepared 
to withdraw its offer of assistance, 
before the citizens had a chance 
to express their opinions. The 
South Bend Tribune had its car- 
riers poll voters in each of the 
city’s election districts. Tabula- 
tion showed 59% of the residents 
opposed to the project. 


e@ Sentinel and Star circulation in 
Orlando, Fla., has been pushed 
above the 50,000 mark, as a result 
of an intensive circulation ex- 
pansion campaign under way since 


last fall. An unofficial Chamber 
of Commerce estimate of the Or- 
lando population in ’49 was 50,400. 


e@ David D. Doniger & Co. (Mc- 
Gregor sportswear) has been ex- 
panding steadily since it was or- 
ganized 30 years ago. A 16-page 
booklet issued by the New York 
Times describes the company’s 
growth and merchandising philo- 
sophy. The brochure also contains 
reprints of McGregor ads in its 
spring, Father’s Day, back-to- 
school and Christmas selling cam- 
paigns. 


e Station WCAU-TV, Philadel- 
phia, reports excellent response 
from viewers as a result of its 


decision to telecast until midnight 
six nights weekly. Weekday view- 
ers (during the late hours) get a 
repeat look at “The Ghost Rider,” 
the station’s new western show for 
children. On Saturdays, the station 
has a combination disc jockey- 
quiz show, which tied up down- 
town exchanges for 90 minutes 
during the program’s premiere. 


e The St. Louis Globe-Democrat 
reports that its March 13 issue had 
“the largest Sunday circulation in 
almost a century of service... as 
readers rushed to see the newspa- 
per’s spanking new and colorful 
feature magazine—Tempo.” More 
than 410,000 copies were distribu- 
ted. 


Pick Radio.Sales to show you how to go places in television, and you'll get 
the pick of the field. Because each Radio Sales TV Account Executive is 
‘firmly grounded in television. He knows (from first-hand experience and 
down-to-earth research) all there is to know about the six TV stations 
» Radio Sales represents—the cream of the crop in New York (WCBS-TV), 
Philadelphia (wCAu-Tv), Los Angeles (Krrv), Charlotte (wsrv), 
Salt Lake City (KSL-TV), Birmingham (warm-TV). Together 

serving 1,744,000 homes...43.8% of the nation’s TV total. : 


If you’re getting ready to.take-off in television—or even if 


you've already logged alotof TV air-hours—use Radio = < 
‘Sales and you'll go far. At jet-propelled speed! ; 


Representative, .. CBS 


Representing wces-Tv, New York; WCAU-TV, 


: -. Philadeiphia; «tv, Los Angeles; werv, Charidtte; KSt-Ty,: 
oe Sait Lake City; WAFM-Ty, Birmingham; 
radio. stations WCBS, WeBM, KNX, WCAU, WCCO, WEEI, 
KMOX, KCBS, WET, WRVA, WTOP, KSL, 
waPi and the Columbia Pacific Network. 
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Ascap-Licensed 

Music on Full TV 

Net Basis ‘Decreed’ 
New YorK—Telecasters, like 


broadcasters, will be able to obtain 
licenses covering performances of 
American Society of Composers, 
Authors and Publishers music on 
an entire network as a result of a 
recent consent decree entered in 
the federal court here. 

In the past, the society has re- 
quired a separate license for each 
TV station in a network lineup. 

Entered by the Department of 
Justice and Ascap, the amended 
consent decree covered practically 
every commercial use of music. 
Provision was made for Ascap 
licensing of music for recorded use 
on video. This use formerly was 
cleared through individual pub- 
lishers and composers. 


The Bogerts Appointed 
for Roy Rogers Promotion 


Appointment of The Bogerts, 
Los Angeles agency, to coordinate 
all merchandising and advertising 
activities of Roy Rogers Enter- 
prises and their 60 licensees has 
been announced by Jack L. Danov, 
general manager of Rohr Co.,, 
which handles this Roy Rogers 
activity. Promotion will include 
trade and consumer advertising, 
in-store promotion and merchan- 
dise publicity. 

Eve Crane, formerly with Cali- 
fornia Apparel Creators, has joined 
The Bogerts as merchandising di- 
rector and will work on the Rogers 
account. 


McCreery Appoints Welborn 

Marion E. Welborn, formerly a 
partner in Associated Advertising 
Agency and before that, president 
of Marion E. Welborn & Associates, 
has joined Walter McCreery Inc. 
as business manager. He will serve 
in that capacity for the agency’s 
offices in Beverly Hills, San Fran- 
cisco and New York. 


Ohio Ad Managers Meet 


The Ohio Select List Advertising 
Managers Association will hold a 
convention April 1-2 at the Desh- 
ler-Wallick Hotel, Columbus, with 
Lewis Hill, advertising director of 
the Columbus Dispatch, as prin- 
cipal speaker. 


BUYERS OF 
POSTER ADVERTISING SPACE 


i ae 
LOOSEN UP 


"bc The System 
now practiced in the place- 
ment of Poster Advertising 
Contracts 


s YOU can Get Off 
the so-called 


“WAITING LIST” 


and buy Poster Advertising 
with Confidence 


— Write us direct for 
Your Poster Advertising Space 
requirements in these important 
Massachusetts Markets 


METROPOLITAN BOSTON 
WORCESTER DISTRICT 
LYNN-SALEM DISTRICT 
BROCKTON DISTRICT 


. . * 


EAGLE ADVERTISING CO. 
575 ALBANY STREET 
BOSTON 18, MASS. 


EAGLE —7d: 
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Becker & Lush Changes Name 


Becker & Lush Inc., New Haven 
advertising agency, has changed its 
name to E. J. Lush Inc., and has 
moved to new offices at 207 Orange 
St., New Haven. Edward F. Beck- 
er has retired as treasurer and 
majority stockholder, but will con- 
tinue as legal counsel and research 
director. 


King Trading Names Adams 


King Trading Corp., New York, 
exporter of automotive parts and 
equipment, -has appointed A. D. 
Adams Advertising, New York, as 
its agency. Direct mail and busi- 
i papers will be used at the out- 


Swat! Mack. 


THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


New Facts Support Slichter 
Plan to Aid Older Workers 

WasHIncton—The Senate fi- 
nance committee’s hearing on 
broadened social security last week 
touched on one of the big problems 
facing the U. S.: Efficient use of 
the increasing number of persons 
over 65. 

Sumner H. Slichter of the ad- 
visory committee on social security 
suggested an “experiment.” He 
said the committee should give em- 
ployers “an incentive” for hiring 
older people. 

One plan would “rebate” to the 
employer a portion of the pension 
that is saved when a person over 
65 is working.-For example, the 
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employer might get $300 for hiring 
a man who would otherwise draw 
a $900 pension. 

Even as he spoke, the Bureau 
of the Census issued some fresh 
figures on the increase in older 
age groups. On July 1, 1949, the 
bureau said, the over-65 group 
numbered 11,270,000—a 26% in- 
crease since 1940. General popula- 
tion is up about 13% for the period. 

eee 

A Senate post office committee 
meeting Tuesday broke up with 
the committee still vague about its 
plans for postage rate increases. 
It is no longer “sure” that increases 
sought by the administration will 


reach the floor this session. Some | 


committee members say frankly | ports 


they would prefer to avoid the is- 
sue in an election year. Almost 
anything could happen. 
ee ee 

Excise tax repeal is moving even 
slower than this department pre- 
dicted early last month. The Demo- 
cratic majority will hold the re- 
peal bill in the House ways and 
means committee until late April, 
maybe even May. Final bill may 
go a long way toward repealing 
completely the taxes on luxuries, 
such as luggage and jewelry 

Ways and means committee is 
searching desperately for a pain- 
less way of ‘offsetting a billion- 
dollar loss of revenue. The com- 
mittee can’t muster votes for 
higher corporate taxes suggested 
by the President. 


eee 
The farm bloc is worrying about 
consumer indignation over costs 
of farm support. Last week, it was 
wondering about a newly formed 
group called “The Association for 


the Abolition of Farm Price Sup- 


special cases for 


special cases 


you would normally expect on those ‘‘special’’ cases only. 


attractive, sale-stimulating reading matter. 


East of the Rockies, it's Monsen-Chicago at 22 East Illinois Street 
On the West Coast, it's Monsen-Los Angeles at 928 S. Figueroa Street 


When it comes to setting type for run-of-the-mill advertisements and printed 


pieces—Monsen gives your jobs that extra special attention and service that 


But when you do have one of those special cases—a piece requiring typo- 
graphic ingenuity, imagination and skill, then the full benefit of Monsen’s 
63 years of typographic craftsmanship goes to work for you. It is this added 
skill that results in outstanding, above-average advertisements. 

For these very special cases, Monsen typographic craftsmen have at their 
command one of the nation’s largest selections of hand-set and machine-set 


type faces. From these banks of cases Monsen molds your special cases into 
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The group claims support 
grams enrich about 2,000,000 fara 
ers, increase the family food bam 
by about $224 a year. “Had fogm 
prices increased only to the extemm 
of comparable commodity prices} 
the group claims, “food bills coul@l 
be reduced by 23%.” 
eee 

Census Bureau’s new chief, Rog 
Victor Peel, is no babe in the 
woods, As a political scientist, he¥ 
thoroughly familiar with the higg 
tory and uses of the census. Over 
luncheon last week, he discussed 
Census fine points with a familiarg 
ity which is beyond challenge. Hé@ 
can be expected to work for gens 
eral standards which assure come 
parability of statistics. 

eee 

Government’s economic baro- 
meters have registered business 
conditions for two months of 1950, 
and the results are encouraging 
Retail trade is firm; the demand 
for residential housing is strong; 
orders for producers’ plant and 
equipment have picked up, and 
there is a rise in new orders to 
manufacturers. 

The $2.8 billion veterans’ in- 
surance dividend was an important 
factor, but the building boom is 
probably the most significant. Since 
December, Bureau of Labor Statis- 
tics reports builders have started 
80,000 non-farm dwellings month- 
ly, the most spectacular winter 
home building season in history. 

And, according to the Commerce 
Department, only about two-thirds 
of the 1945 backlog has been met. 
With new family formation during 
the past three years running nearly 
1,000,000 above normal each year, 
Commerce Department sees no let- 
up in construction activity for 
years to come. 
eee 


World travel by Americans hit 
an all-time high in 1949: At $700,- 
000,000 it was $100,000,000 over 
1948 and 40% over the prewar 
record established in 1929. U. S. 
travelers spent $280,000,000 in 
Canada, $135,000,000 in Mevzxico, 
$57,000,000 in the West Indies and 
Central America, and $38,000,000 
in South America. 

European and Mediterranean ex- 
penditures, at $185,000,000, were 
13% below 1929. Aside from poli- 
tical problems, experts pin the 
blame on the decline of U. S. for- 
eign-born citizens, and reduced 
cultural and social ties to “the old § 
country.” 


F 
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‘Financial World’ Issues 
Stockholder Relations Book 

A working reference on the sub- 
ject of stockholder relations, called 
the “Stockholder Relations Guide 
Book,” has been published by Fi- 
nancial World, New York. 

The book contains a foreword 
and eight illustrated chapters, 
ranging from history and back- 
ground of this division of pub- 
lic relations, through the pre- 
paration and distribution of cor- 
poration annual reports, and an 
analysis of stockholder relations 
techniques. 


‘American Builder’ Issues 
New Editorial Program 

Advertisers are being sent a 
28-page booklet in the form of a 
self-indexing file folder which 
broadly outlines the next 10 issues 
of the American Builder, a Sim- 
mons-Boardman publication. 

The purpose of the folder, ac- 
cording to Robert H. Morris, pub- 
lishing director, is “to help adver- 
tisers plan their advertising sched- 
ules more intelligently, and to 
help them key their messages to 
the editorial content when that 
is desirable.” 


Newman, Lynde Appointed 
Muriel Sportswear, Miami, Fla., 
manufacturer of the Seagull line 
of bathing suits, has appointed 
Newman, Lynde & Associates, Mi- 
ami and Jacksonville, to handle 
its advertismg. National fashion 
magazines and trade publications 
will be used. 
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NEW Subscription. Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
(J One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
( Payment enclosed [7 Bill me later [) Bill my firm 


Title 
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this man is 
very important 
to all of us 


Reader interest is the compelling concern of all of us who work in the graphic arts. 
Editorial and advertising and advertising copy and art, produced and reproduced, 
are the materials we use to appeal to readers. In the process we have combined all 
of our efforts and abilities to capture this golden ‘reader interest.” 

We, at Dearing, are concerned with the reproduction of graphic arts material. 
It comes from many publishers—scores of advertising agencies and thousands of 
advertisers—and appears in 30,000,000 magazines a month that we print. We use 
our knowledge and our skills to give the best reproduction to, and get the strongest 


reader interest for the publications we print in our Louisville plant. 
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the publisher 
the advertiser 
the agency 
and Dearing 


...TO ATTRACT READER INTEREST QUICKLY 


Magazine publishers know the urgency of attracting reader interest quickly 
—they direct their titles, covers, editorial and illustrative material to win 
audience interest. Our customers depend on our advantages of compact 
schedules, reproduction speed and reproduction sparkle to help edge com- 
petition in this reader interest race. 


...FOR STRONGEST MARKET RESPONSE 


Advertisers know the pulling power of magazines that win first call on reader 
interest in their fields. The stronger a magazine's reader appeal, the stronger 


market it delivers, both in numbers and in buying confidence. Dearing-printed 
magazines deliver full-strength ‘copy’ appeal. 


..-FOR GREATEST SELLING OPPORTUNITY 


Advertising agencies know how significantly more effective are the adver- 
tisements that click immediately to the glancing eye and interest. Dearing 
assures full graphic value for advertisements in their final reproduction— 
through quality control provisions in every phase of our high-speed letter- 
press and roto printing operations. 


...TO BEST SERVE CUSTOMER INTERESTS 


Dearing knows that reader interest is best won—and the interest of publisher 
and advertiser best served—at the all-important moment of first impression 
for each page. Our entire operation of plant and personnel is equipped, 
organized, and devoted to making each appeal we print “jump off the page” 


to capture the greatest reader interest. 
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EVERY PRODUCTION ADVANTAGE .. 


for editorial timeliness: 


Almost unbelievable speeds of gigantic modern presses—production flow 
timed to the minute—delivery savings of a day and more on shipments from 
our Louisville point of origin—all enable Dearing-printed publications to have 
editorial closing dates close to date of publication. Our two Cottrell double 
five-color presses, as shown above, deliver 27,000,000 four-color pages in 
our regular 2212 hour operating day. 


for illustrative color value: 


It is no exaggeration to characterize Dearing equipment as the most modern 
ever built for the production of fine magazines. Every type of press for two- 
and four-color work in letterpress, rotary and rotogravure is operated at 
Dearing—each manned by skilled craftsmen. 


for high fidelity press runs: 


Mechanical precision in the myriad details of presswork accuracy is main- 
tained by electronic controls. Their size and complexity is a worthy match for 
their tremendous presses. As part of our continuous program of quality control, 
the plates and paper for these high-speed presses have been checked down 
to microscopic detail. As a result, each Dearing-printed page becomes its own 
true “sample” of our painstaking care. 


SKILLED ARTISANS IN EVERY CRAFT 
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Circulation Increases: 


Good printing is obviously part of the picture of favorable circulation accomplishments. It contributes 
to the reading appeal of all editorial matter and makes possible maximum visual attractiveness for every 
page. Circulation increases reflect major credit to the publishers—and we work without exception for 
publishers whose appeal to reader interest are proven by our press-runs. 


Advertisers: 


Good printing is also a factor in the advertising volume increases of Dearing-printed magazines. Con- 
. tinuing yearly advances must be based on advertisers’ judgment of our giving ‘‘full reproduction credit.” 


Ags Reader interest for the advertiser profits from Dearing’s thorough plate analysis and follow-through 
‘ with agency and engraver for best reproduction results. om 
= Fir 
. 
Publishers: q 
Good printing can take credit for our record of customer satisfaction, and for the attraction of important cit 
cost-and-quality-minded new publishers. In the final analysis, good printing is the one thing that accounts Ki 


for our volume—the largest in our 85 years of printing. 


Deanin?Zomscille 


C. T. DEARING PRINTING ~~ INC., LOUISVILLE, K Y. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. ee 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
(0 One Year at $3.00 [| Two Years at $5.00 [] Three Years at $6.00 
(] Payment enclosed [7 Bill me later [) Bill my firm 


Title. 
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Tea Advertising 
Plans Merchandised 


i Via 42 Committees 


New YorK—The most extensive 
merchandising campaign in the 
history of the tea business has 
been planned to support the ad- 
yertising campaign that the tea in- 
dustry will launch on May 29 (AA, 
March 20). 

Committees of the tea trade 
have been formed in 42 cities 
where meetings will be held both 
with the grocery and the restau- 
rant trades. Separate sound slide 
films will be shown at these meet- 
ings describing the campaign and 
the point of sale materials that 
will be available to grocers and 


§ to restaurants. 


gs Robert B. Smallwood, chairman 
of the Tea Council and president 
of Thomas J. Lipton Inc., com- 
menting on the council’s forth- 
coming $1,000,000 advertising cam- 
paign, which is being financed 
jointly by the Tea Association of 
the U. S. A., representing the 
American tea trade, and the Tea 
Bureau, representing the tea pro- 
ducing countries of the world, 
said: 

“This venture in ‘partnership 
marketing’ has great significance. 
The funds have been raised on a 
50-50 basis. The tea producers in 
the sterling area countries have 
joined hands with the American 
tea trade in a common undertak- 
ing to earn more dollars. 

“As Marshall Plan aid dimin- 
ishes, other ways must be found to 
close the ‘dollar gap.’ It is heart- 
ening, therefore, that a program 
of this sort has been launched, 
and that it is based on private 
initiative.” 


# The first four ads of the cam- 
paign will carry the theme, ““When 
you’re under pressure, drink tea.” 
The media to be used include 
Collier’s, Life, Look, The Satur- 
day Evening Post, and the color 
magazine sections of the Metro- 
politan Group and other leading 
newspapers in a total of 32 key 
markets. Full color will be used. 

Leo Burnett Co., Chicago, is the 
agency. 


National Guard Asks 
for Bids; Budget 
May Be $300,000 


WaASHINGTON—The National 
Guard has invited advertising 
agencies to attend a “briefing” 
here April 12, on an advertising 
and public relations program 
which is expected to involve about 
$300,000 during a 12-month period 
beginning July 1. : 

Invitations have been mailed to 
agencies on the National Guard 
mailing list, but officials stressed 
that any agency is welcome to at- 
tend the briefing and participate 
in the competition. 

The account is currently han- 
dled by Gardner Advertising Co., 
St. Louis. Under federal law, a 
competition must be held each 
year. 


ws Agencies interested in the Na- 
tional Guard account are asked to 
notify the Information Office, Na- 
tional Guard Bureau, by April 7. 
Individual agencies’ presentations 
will be held beginning May 8. 

The size of the program is con- 
tingent on the 1951 appropriation 
bill currently before Congress. 


Fuel Company Names Reach 


Philadelphia Coke Co., a sub- 
sidiary of Eastern Gas & Fuel As- 
sociates, has named Charles Dallas 
Reach Co., Newark, N. J., to handle 
advertising for domestic coke in 
newspapers and by direct mail. 
John Falkner Arndt & Co. for- 
merly handled the account. 


Oil Industry TBA Group 
Schedules December Meet 


The Oil Industry T. B. A. Group 
(tires, batteries and accessories) 
will hold its annual meeting in 
Chicago Dec. 4 and 5. 

The meeting dates coincide with 
the first two days of the annual 
Automotive Service Industries 
show at the Navy Pier, Chicago. 
Arthur N. Haenggi of Cities Ser- 
vice Oil Co. is national chairman 
of the TBA group. 


‘F&S’ to Grant & Wadsworth 


Grant & Wadsworth Inc., New 
York, has been named to handle 
advertising for Field & Stream. 
Ivan B. Romig, agency president 
and a former publisher, is ac- 
count executive. Ralph H. Jones 
Co., New York, formerly handled 
the account. 
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Sell by SIGHT 


ACTION 


in over 14000 movie theatres 


The selling power of television is up in lights. And we’re glad of it, 


plus low cost. 


because Spot Movie ads in theatres offer you all the selling 


power of television— plus color—plus a nation-wide audience — 


Spot Movie ads sell by sight, by sound, by action, in color 
or black and white. They’re like a “short subject” 


in the theatre’s regular program. They get virtually 


100% attention of a relaxed, receptive audience. 


You can use Spot Movie ads in more than 14,000 theatres across 


the country...in selected markets...even in selected neighborhoods. 


And you can use the same films on your television programs. 


The average, across-the-country cost of spot movie ads is very low. 


In no other medium can you buy so much selling power | 


for so little. Get all the facts today from one of the 


Movie Advertising Bureau offices listed below. 


e NEW ORLEANS + 


NATIONAL OFFICES 
KANSAS CITY ° 


e Advertising Bureau 


Nath. Member Companies: United Film Service, Inc. * Motion Picture Adv. Service Ceo., Inc. 
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Diesel Training Ads 
in Newspapers Pull 
Flood of Inquiries 


Cuicaco—On February 13, 
Mack-International Motor Truck 
Corp. ran a 1,000-line, couponed 
ad in the four Chicago dailies to 
offer free training in diesel engine 
maintenance to mechanics, truck 
owners and operators. 

To date, the Chicago branch of 
Mack Trucks Inc. has received 
1,800 applications from the one in- 
sertion, and replies still are com- 
ing in. The “school” opened 
March 20. 

In New York, where similar 
newspaper ads were run late in 
January on a one-time basis, the 
company received more than 4,000 
replies. The course began Feb. 13. 


s Purpose of the 10-week train- 
ing course (held one evening a 
week) is to acquaint diesel owners, 
operators and maintenance men 
with the Mack diesel engine. 

For some time the company has 
been building diesel buses. Main- 
tenance was not a pressing prob- 
lem, primarily because the com- 
pany could easily arrange with 
large fleet operators to supply 
fleet mechanics with the neces- 
sary know-how. 

But with the introduction of 
Mack diesel trucks about two years 
ago, the maintenance problem as- 
sumed greater importance. Many 
of the purchasers of Mack trucks 
were small operators, whose me- 
chanics and service men were un- 
familiar with the Mack diesel. 


= To supply the necessary inform- 
ation—and, incidentally, to do a 
merchandising job on the com- 
pany’s product—Mack decided to 
put together a complete training 
program, with slide films, train- 
ing booklets, questionnaires, etc. 
Experienced diese] engineers were 
selected to conduct the course. 

Response to the company’s of- 
fer of a free training course has 
been overwhelming. The one in- 
sertion, with a coupon, pulled in- 
quiries from truck owners, shop 
foremen, garage men, truck driv- 
ers who want to know what is 
under the hood, high school teach- 
ers and even high school students 
interested in getting into the diesel 
field. 


@ The New York and Chicago 
training programs were undertaken 
primarily to test the response and 
to see whether the training pro- 
gram offer could reasonably be 
extended to other markets. 

Convinced that the package 
will do the job it is intended to 
do, Mack has inaugurated the 
course in Baltimore, and began 
its training program in Milwaukee 
on March 21 and in St. Paul the 
end of last week. 

Eventually the free training plan 
will be extended to all 60 cities 
in which Mack has branch offices. 


What Liberty means to 
Eleanor Roosevelt 


“Real liberty,’’ says Mrs. Roosevelt, ‘‘can 
exist only as long as the control of the 
Government remains in the hands of the 
people.”’ 

Read Mrs. Roosevelt's engrossing and 
thought-provoking article in the April issue 
of LIBERTY. It’s something no freedom- 
loving American should miss. 

There are many other interesting 
articles, exciting fiction stories, and spe- 
cial features in this great new issue, too 
. . . including one on the fabulous possi- 
bilities of electronics in the future... . the 
use of psychoanalysis in preventing divorce 
- why industry is developing new-type 

- . « Why labor is the world’s first 
against C ism ... LIBERTY'S 
outstanding Home Section devoted to the 
problems of your family; and the exciting, 
hh 4 tian “Baiet A 


Riot’, by Alfred Toombs. 


Liberty 


AGAZINE 
NOW ON SALE AT ALL NEWS STANDS 


def 


CFAC Issues Contest Rules 


The Chicago Federated Adver- 
tising Club has published a folder 
outlining rules and containing en- 
try blanks for its Annual Adver- 
tising Awards contest, which is 
open to all major classifications of 
advertising produced within a 50- 
mile radius of Chicago. Closing 
date is April 7. Hale Talbot, as- 
sistant advertising manager of 
Pure Oil Co., is general chairman 
of the awards committee. Forty 
awards in nine major classifica- 
tions will be given at the annual 
awards dinner May 18 in the Ter- 
race Casino of the Morrison Hotel. 


Ethyl Ltd. Names Agency 


Ethyl Antiknock Ltd., Toronto, 
new Canadian subsidiary of Ethyl 
Corp., New York, has appointed 
Harold F. Stanfield Ltd., Toronto, 
to handle its advertising. 


7 sse competitive market is the com- 

Small Busine s pany which chooses the proper 
merchandise for its market, and 

Should Not Reduce then pursues a planned, aggressive 
Budgets: Wexman merchandising, advertising and 


SoutH Benp—“The outlook for 
smaller business during the re- 
mainder of 1950 is bright, but most 
business will go to the aggressive 
merchandiser and advertiser,” said 
Joseph K. Wexman in a luncheon 
address before the South Bend 
Chamber of Commerce on March 
20. Wexman is president of the 
Phoenix Finance Corp., Chicago, 
and director of a management 
seminar for smaller business at the 
University of Chicago. 

“Our studies have found,” he 
said, “that the business which is 
most apt to be successful in today’s 


promotion program. 


# “An important temptation we 
find today,” he continued, “is a 
tendency to cut down on advertis- 
ing, publicity and promotion costs. 
Here the smaller business over- 
looks the fact that it is almost im- 
possible to sell merchandise— 
whether on the manufacturing, 
wholesale or retail level —without 
advertising and promoting. 
“Where general promotion costs 
are accepted as normal, there 
seems to be a current tendency to 
cut budgets and spread the promo- 
tion program over a longer period. 


’ 
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One company we studied re 
spent $18,000 over a year-and.. 
half period to establish a new ling 
Later the company president eon. 
ceded that, had he spent $12,009 
over a six-month period, he would 
have achieved the same goal a 
year earlier.” 


Kool Vent to Stanfield 


Harold F. Stanfield Ltd., Top. 
onto, has been appointed ag 
for Kool Vent Awnings Ltd., Tor. 
onto. The company manufactures 
and distributes awnings under ]j. 
cense from the Aluminum Co, gf 
America, Pittsburgh. 


Robertson Joins KSL 


A. Richard Robertson has beep 
named to assist in promotion ang 
advertising at Station KSL, Salt 
Lake City. 
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You've got 


ABP: 


to build a 


F YOU are an advertiser, an agency man, or 

the publisher of a business paper, ABP wants 

you to feel that its programs to build a still more 
effective business press are in your interests. 

Year after year these programs have been 
designed to help you and other members of the 
advertiser-agency-publisher trio do a better job of 
business paper advertising, editing or publishing. 
Each program, the result of a need, is tailor-made 
to help in the solving of an advertising, an editing 
or a publishing problem. 

The segments in the service which ABP makes 
available to you are many. Here are only four of 
these segments... but all four have a single objec- 
tive: more effective business paper advertising. 
They demonstrate how advertisers, agency men 
and publishers of business papers are finding us 
a source of down-to-earth help 


PUBLICATION ADVERTISING 


Undoubtedly you have seen ABP’s advertise- 
ments which have appeared regularly for years in 
advertising and selling publications. We've tried to 
design every one of them to help you in some con- 
crete way. Many of them have brought to your 
attention outstanding booklets like “Copy that 
Clicks.” Many have dealt with the time-tested prin- 
ciples underlying effective business paper advertis- 
ing. Others have been designed to strengthen the 
hand of ad managers and agency execs in dealing 
with management. 


THE ASSOCIATED 


205 East 42nd Street, New York 17, N. Y. 
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7, 1959 
; Advances Shearn ing field, including advertisers, ered a period of more than fifty | which industry could not have ac- 
al D. W. Shearn has been named advertising agency executives and | years, from 1884 to 1935. complished the development job 
= ~a- manager of the Fresno branch of Footnotes publishers. Not more than five ad-| Mr. McGraw’s name belongs in| which has constantly confronted 
r line, Foster & Kleiser Co., succeeding ditional names will be chosen this|the Advertising Hall of Fame be-| it.” Mr. McGraw supplied the 
1 oan Ellwood Smith. He joined the com- year, but it seems to me that at/cause of his outstanding achieve-| leadership which gave both in- 
a se y 7. 1919 ee Mr. || By G. D. Craln Jr. || least one of - yo be : rep- | ments, but his selection as the first | dustrial advertising and publishing 
Shearn has served as office man- resentative of the industrial ad-| representative of industrial adver-| the impetus which they needed in 
s0al g ~@ ager in the Sacramento, Oakland| The ee a “2” a vertising and publishing field. It|tising and publishing will be parti-| the early days of the business. 
and San Francisco branches. ian a PY _, \ is one of the most important/cularly appropriate. Both adver-| I am sure that he will be elected 
. . . .,_.’| branches of the industry, and prob-|tisers and publishers hailed his| to the Advertising Hall of Fame 
Joins Gates-Bourgeois __ |i8 an interesting and valuable idea. | 451y includes more manufacturers|work in raising the standards of| at the earliest possible moment 
Tor. Dave G. Welover, formerly with | Ten of the earlier leaders of adver-| than make use of any other type|the business, and fortunately many | after his decease, and that will be 
Beney eerevelan rigeny — pee Faget ramen ani — of advertising. of them did so while he was still] in the election which takes place 
, Tor. nc., " o OOS 4 , living. i 
ctures sand pagina Flagg wet will be received by the federation|m I have sent in the nomination —e <ais voor. 
er li. leveiand, ~|until April 15. Announcement of|of James Herbert McGraw Sr.,|m™ As “Teacher of Business,” pub- : 
So. of § tive. the election of additional occupants | founder of the McGraw-Hill Pub-|lished by Advertising Publications a ee 
of the Hall of Fame will be made | lishing Co., who died in February,|Inc., in 1944, explained, “Adver- 4 : 
Adds M ies ye Colwell &| 2 the annual convention of the| 1948. No doubt others will nomi-/tisers and publishers have worked pore ghd Seg ten AW. 2 — 
———_ ar tte - Gded Ruth AFA next June. nate him also, as he was an out-/together to build publications] of fashion sales, promotion and 
been og yeh formerly with Ped- It was only natural that the ten |standing contributor to the progress | which have aided business to pro-| merchandising, and coordinator of 
1 and lar & Ryan, to its creative staff |men selected last year were repre-|of industrial advertising through! gress, and have supplied marketing| fashion editorial and retail pro- 
Salt as a copywriter. sentative of the general advertis-|his publishing activities, which cov-|and promotion facilities without} motion for all six magazines in the 


big stake in 


ontinuing Programs 


till more effective business press! 


True Story Women’s Group. 


Consolidated Boosts Levine 

Al Levine, who has been on the 
sales staff for the past 18 months, 
has been made a vice-president of 
Consolidated Photoengravers & 
Lithographers Equipment Co., Chi- 
cago. 


[ose $60,000,000? 


, Or 
a Maybe you did if you over- 
" looked WHTN and WHTN-FM 
sen TIMELY AND BUSINESS PAPER ANNUAL in the Huntington Market... 
the HELPFUL LITERATURE READERSHIP STUDIES ADVERTISING COMPETITIONS for WHTN delivers more than 
= , . f one-fifth of this $300,000,000 
» of For years ABP headquarters has been Few recent events in the advertising and If you’ve ever won an award in one 0 . 
ing. considered one of the most fruitful sources publishing fields have stirred up so much ABP’s annual advertising competitions, market (no station has as 
ade of information on all phases of business excitement and interest as the release, in you know of the prestige and the incentive much as two-fifths)...and at 
ing paper advertising and publishing. 1949, of the first business paper reader- for continued good work that go along a lower cost - for - coverage, 
If, for example, you need help in step- ship study, on Automotive Industries, with it. too. Add to this an FM bonus 
ping up the results of your business paper © sponsored by ABP and conducted by the That these ABP advertising competitions on WHTN-FM, the most 
kes || advertising, the chances are that one or | Advertising Research Foundation. are serving a useful purpose is indicated ™ Page the 
of || more of the booklets or pamphlets listed 7 , : by the very great interest which they have powerful . station in 
€c- | below will aid you. On request we'll glad- This research project of ABP is the first generated. For example, in this year’s Central Ohio Valley. and 
| ipitecoons imosepeieeane Steasem one youve gots loca Nh 
- 1. Copy That Clicks (48-page booklet preparatory work in which advertisers, , f ABP’s ad . rtisi ’ power medium for tapping 
on how to apply the fundamentals of | agencies and publishers cooperated. One purpose o: wth av =e pee’ the gold in these hills. Take 
effective business paper advertising) | Readership studies of three other busi- Petitions Is to ary . se a a a look at the Huntington 
; ness publications are now under way and —28¢ncies to adhere to high standards in the 
2. Hit the Road (52-page booklet on aaa be euatebie tl With Planning and preparation of business pa- Market...then make up your 
how to collect the material out of tay ablichia of aaa 2 - Ane ns d per advertising. Another purpose is to rec- mind to get your share by us- 
od which effective business paper ads poh me ver Pode pone. oe will have in- ognize those advertisers and agencies who, ing WHTN and WHTN-FM. 
in are built) A : Pa by applying the fundamentals of effective 
to vested close to $150,000 in this activity. redl otuestie’ iis fond 
3. A Page of Advertising is a Page of usiness paper Advertismg, THE POPULAR STATION 
wi Advertising (how one large adver- If you are a member of the ANA, _ their advertising exceptionally resultful. \Al 1 
ur tiser gets the most out of his busi- AAAA, NIAA or ABP, you can obtain This year ABP is conducting its 8th 
at ness paper advertising) a copy of the Automotive Industries read- Annual Advertising Competition, with y Vi 1 i | 
n- Shee Mental Mate tien Beak ership report from your association at a this popular innovation — two separate inet 1005 mc 
is- . p cost of $2. Non-association members can and distinct contests, one for industrial an laste: 
re — toe obtain copies for $25 each by addressing and the other for merchandising publica- 
1g 5. Mr. President: Meet Your Adver- the Advertising Research Foundation, 11 tions, with two sets of judges, and two sets HUNTINGTON, W. VA. 
tising Manager West 42nd Street, New York 18, N.Y. of awards (57 altogether). 
Huntington's 
only clear channel AM station 


) BUSINESS PUBLICATIONS For availabilities, ates and Fi ® 
other information, wire, write 
' The group of ABC-audited, paid circulation business publications which has been cooperating or phone 
since 1916 to maintain and enhance the standards of business paper publishing, in the interest PACE-WILES, INC., 
of the reader and the advertiser as well as the publisher ADVERTISING 


Huntington, West Virginia 
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$3,153,000,000. Mortgage loan hold- 
A - ings hit an all-time high of $2,313,- 
Earnings of Advertisers 2yauieigetpnpetens 
e American Radiator & Standard 
Sanitary 7 TOT emma 
net income of $18,393,714, equiv- 
Basis 5 re tee cerns #881 «sere Set ee, vires 
from 1948's total of $65,191,314.| Diamond Match Co. reports net | Net earnines for 1048 rene 26 od 
Net income in 1949 was $1,269,480,|sales for 1949 amounted to $76,- 105, or $2.57 a common share Net 
or $2.49 a share, compared with | 363,651, as against $78,537,401 in sales of U S. subsidiaries in 1949 
$2,127,061, or $4.17 per share in|’48. Net income last year WaS| were $206,476,405, compared with 
1948. pean eat! May Bye A ey YY a 1948 record total of $236,142,414 
pared with $3,446,259, or $2.62 a nettiahss tunics 
e@ Minnesota Mining & Manufac-|share in ’48. The net for 1949 is , 
turing Co. sales iy 1949 reached| understated by the amount re- } ee ag re ge tS pe et “ 
an all-time high of $114,925,274,|coverable on a pending insurance $32,252,314 Pr 8.4 — e 
compared with the previous record | claim for a fire loss. Th cei ae ee 
of $108,246,410 set in 1948. Net common stock, compared with $98 
income after taxes amounted to|/@ J. C. Penney Co. earnings for| 149 go4 355 P h in 1948. 
$15,398,176, or $7.60 a share, up|1949 totaled $41,792,675, down | 200-408, OF $2.55 @ share in, DOa8. 
from '48’s profit of $13,234,756, or|from 1948's record high of $47,-| Sales for the year were $182,806 .- 
4 , ’ 753,929. These were equivalent to 452, as against $197,021,736 in 1948. 
$5.08 and $5.80 per share, respec- 
SIMPSON-REILLY, LTD. \| ee jo T4o vere ges ane 21 bat | sales of $97, 785,251.28 last’ 9 
. “ ’ + || sales for ’49 were ,200,216.98, | Sales 0 spuevees year, | CLEVELANDERS START PR COURSE—The Cleveland Adclub’s 12-session course in 
Publishers Representatives || as against $885,195,136.87 in "48. | compared with a total of 397.- | “Constructive Public Relétions” is the subject of this huddle. Left to right (seated) are 
since 1028 e Prudential Insurance Co. re-|$1,422,011.65, or $2.18 a share, as| ‘Alvin |. Krieg, assistant director of public relations, American Steel & Wire Co, against 
; . - ai : 4 Harry B. Winsor, vice-president in charge of public relations, Second Federal 
LOS ANGELES HALLIBURTON Bipc, || POTted it had $31,304,000,000 of| against $1,750,963.14, or $2.71 a] savings & Loan Association; and Kenneth C. Warner, Cleveland 1 tati e Marq 
SAN FRANCISCO _ CENTRAL ToweR | | life insurance in force at the end of | share in 48. Sutiasts Week ond chairman of the dolls edceationsl counties, Cention Wil subsidiz 
SEATTLE NEW WORLD LIFE BLDG.) | 1949, an increase of $1,669,000,000 . Knowlton, Hill & Knowlton, and William |. Ong, assistant to the president of American hy 
over 1948. Sales last year totaled|e Pittsburgh Plate Glass Co. earn- , Stee! & Wire share, | 
r 456.80. 
229,703 
rf OS eke nen 7 Pw was $6,937,000 on sales of $98, [sales o! 
o ,135,088, equal to ’ a} 850,000. 
“4 you want share, compared to a net income of 3 e Shar 
lal $32,748,900, equal to $3.68 a share, | @ Merete . Co. sales of $73,578,088 oe - 
in 1948. Sales totaling $281,462,159 | in set a new record, but net . 
R our cala Og ue... for ’49 were about the same as the|income dropped to $6,921,927, or 5,210 
or boo k let $280,037,351 reported for the pre-| $2.83 a common share, from 1948's § $4,759, 
wae vious year. net of $8,520,250, or $3.68 a com- areal . 
mon share. 
or house organ eee e Penick & Ford Ltd. Inc. sales for } 1948. 
1949 were $36,752,592, down from|@ Melville Shoe Co. reported net 
lo be read 1948's total of $40,840,494. Earn-| earnings of $5,538,010 last year on | ® One 
I ings for oy year were $2,510,060, net sales totaling A $78,028,920. | As - 
equal to $3.40 per share of common| Earnings declined 6.3% and net .- 
f rom cover to cover... stock. sales 6.7% from 48, The earnings Lye 
; totals represented $2.37 a share ’ 
@ United States Steel Corp. re-| 1949, $2.52 a poh 48. = $500, 06 
* ported net income for 1949 of gencie: 
$165,908,829, a return of 7.2% on|@ Brunswick-Balke-Collender Co. Buri 
sales of $2,301,685,689, as against | disclosed a 1949 net profit of $1,- tot 
a net of $129,627,845, a return of | 780,391, or $3.67 a share, compared 34 36% 
5.2% on sales of $2,481,508,535, in| with a net of $2,401,347, or $5.04 a a "tot 
‘ 1948. share in 1948. Consolidated sales of } ja: - 
e Decca Records net earnings for rome _ meee oat, a shar 
1949 were $803,870, a decline from|ipih’ * rene OO% trom Oh or 92.8 
, the ’48 net of $854,574. Net sales e G.¢ 
for the year totaled $19,820,987, | e Hewitt-Robins Inc. reported 1949 rose t 
F ; against $23,867,020 for the preced-| net income of $628,765, equal to total ¢ 
ing year. , $2.25 per share of capital stock, fell to 
© United Air Lines moved into the| per share in 1948 Net sales for the | 9° 
black last year for the first time year totaled $19,792,292, against $9,581 
since 1946, showing a net profit of $19,623,002 for 1948. Sh ct of con 
$2,249,405, or 88¢ a common share ee e Wh 
after preferred dividends. In 1948|@ Chilton Co. reported gross sales profit 
a net loss of $1,070,358 was re-|and revenue for 1949 of $8,580,621.- about 
corded. Gross revenue in 1949 was|07, compared with $8,877,219.82 profit 
$91,553,839, 10% over 1948. for 48. Net profit for the year was a sha 
$752,601, or about $1.83 a share, amoul 
e Textron Inc. has released pre-| while 48 net was $615,592, or about ith 
liminary figures for 1949 showing | ¢1 50 a share. ital with § 
a net loss of $1,600,000 on sales of|* ~ Na’ 
$67,900,000 and after a tax carry-|e The Goodyear Tire & Rubber & in 
back of $1,050,000. Profit in 1948|Co. had net sales in 1949 of $633,- or $3. 
on sa 
. : 1948 
ee ee or $3. 
oe Oe. he of $2! 
A © e Ne 
, 4 net sé 
~ ; from 
oy 1 
‘ to $1, 
: $1,711 
° $1.23 
‘ *49 ar 
v 
\ e Jol 
od 1949 
i a. : than 
Oe s. $296, 
REFERABLY, a cover of BUCKEYE or o & $846 
BECKETT—the good-looking, long-wearing cover ms _—CsSEEING IS BELIEVING. Let us show you proofs of the] freig 
stocks which have long been the first choice Geum qrenemester platen. produced engetany ter Rotent — 
; ~ ing advertising agencies, that have appeared in national or t 
of admen and printers everywhere. = publications. You are always assured of faithful repro- e Cr 
14 colors, 9 finishes, to choose from in the 28 Gudien ty Ney dies wohenee whentver yeu om vith 
B ; ; ; Ds . FAITHORN. This is an important part of FAITHORN Com- year 
UCKEYE line; 10 colors, 9 finishes, in the o. _ _ plete 3-in-1 Service — Ad-setting, Engraving and Printing 887, 
lower-priced but very attractive BECKETT line. : § =: — all under ONE roof. ONE contact and ONE order—a 695. 
late dich: Casella xe meena Toy 4 definite saving of your TIME, TROUBLE and MONEY. in ’4 
P _— es . PHONE WHitehall 4-2300 et 
= who! 
port 
, $12,! 
e Beckett fer 
com: 
ane 
aper Compan on 
divi 
reve 
. ° ° ° 832, 
Makers of Good Paper in Hamilton, Ohio, Since 1848 721, 
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978 and net income of $20,230,- ectri an Push tion of a housewife in her kitchen.|tern metal, so that the electro-| Prager Takes New Position 
oe equal to $8.40 per share of El cR ge The two pieces of art work were|typer had an exceptionally fine} wijjiam Prager has resigned 
common stock. This com s with Based on Production double printed into the negatives) plate for pattern use. from Publishers Printing Co. to 


t stock. In 1948 net earnings were 


net sales of $704,875,941 and net 
income of $24,095,518 in 1948, 
which was equal to $10.25 per 
common share. 


@ Minnesota & Ontario Paper Co. 
net sales for 1949 dropped to $43,- 
909,299 from 1948’s $52,559,070. 
Profits for last year were $3,409,- 


Manager's Decisions 


Cuicaco—In planning its cur- 
rent electric range promotion, the 
Electric Association here decided 
that the art work in its ads should 
be executed so as to achieve the 


of the background drawings, in- 
stead of being stripped in the con- 
ventional manner. Thus the en- 
gravers were able to complete the 
illustrations without resorting to 
excessive stripping and finishing 
operations. Result was a series of 
drawings with desired detail. 


Johnson Joins Pitney-Bowes 
Woodrow Johnson, former USO 
public relations representative, 
has joined Pitney-Bowes Inc., 
Stamford, Conn., as supervisor of 
publications. He succeeds James 
L. Turrentine, recently appointed 


join Geffen, Dunn & Co. and Wil- 
liam E. Rudge’s Sons, New York, 
as production manager. 


O'Donnell Joins KXOK-FM 


William C. O’Donnell, formerly 
a real estate salesman, has joined 
the sales staff of Station KXOK- 


’ share, compared : / i : 
je 9 oy at $6,165,746, or $4. 80 a|best possible reproduction in| The plates were etched on pat-'! assistant to the president. FM, transit radio station, St. Louis. 
share in *48. newspapers. 


e Kimberly-Clark Corp. reported 
net earnings for last year of $8,- 
733,254 on sales of $114,931,759, 
equal to $5.29 per share of common 


$8,280,253 on sales of $119,210,239, 
equal to $5.02 per common share. 


e Philip Carey Mfg. Co. and sub- 
sidiaries reported net income of 
$2,556,306 for 1949, compared with 
$3,218,277 in the previous year. 


To reach that goal, the associa- 
tion decided, it would be necessary 
to have Kenneth Markel, produc- 
tion manager of the J. R. Pershall 
Co., sit in on every step of the 
campaign development process— 
from the idea stage to final proofs. 
And the decision paid dividends. 


@ One of the factors contributing 
to the final result was the man- 


see) Sell the School Planners As They Plan 


Catalog your products in 


1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


) Net sales in 49 were $39,902,929,;/ner of handling the engravings 

Cal against $45,180,477 for 1948. and art work. Two pieces of art Write for rates and closing dates 

deral work were used in each ad. ; oe : 

eet Subsidiaries « crueh 9.001 soeht jast| One of them was a fine line - The American School Publishing Corporation 
Don year of $2,491,939.18, or $7.17 a|Scratchboard of the electric range 470 Fourth Avenue, New York 16. N Y 

rican share, on sales totaling $19,784,- and the other a fine line illustra- 


456.80. Net profit in 1948 was $2,- 
229,703.75, or $6.35 a share, on 
- sales of $19,720,174.18. 


e Sharp & Dohme Inc. had record 


8,038 net sales in 1949 of $38,984,717, a 
t net § 10.5% increase over 1948 sales of 
1, or ($35,210,858. Net earnings were 
949’ | $4,759,641, up 16% from ’48 net of 
“om- | $3,910,872. Earnings per share were 
equal to $3.95 last year and $3.29 in 
1948. 
a e@ Oneida Ltd. showed a net profit 
920, of $2,297,890 last year, equal to 
net | $9.15 per share of common stock. 
ings | This compares with a net of $2,- 
ein | 284,637 in 1948, after transfer of 
$500,000 to reserve for contin- 
gencies. 
a” fe Burroughs Adding Machine Co. 
! total revenue ng was ’ 
Mf. | $84,362,453, 14% below the peak in 1949, AMERICAN EXPORTER 
s of Nw total of er aT8 00 eng’ hyo 
: ast year were $7,479,698, or $1. e e e e 
ate a share, compared with $12,582,134, led all export business publications in 
or $2.52 a share in 1948. , f d ny" 
1949 e G. C. Murphy Co. sales for 1949 volume Of a vertising. 
it rose to $141,310,518 from 1948’s 
x | total of $137,564,415. Net earnings ' 
068 fell to $9,001,527, or $4.46 per share Advertisers used 2,497 pages dur- 
the o —— —~ F 9476 a - 4 of 
,581,331, equal to $4.76 per share e 
inst | of’ common stock, in 1948. ing the year, to support and develop 
e White Motor Co. showed a net . 
- profit last year of $970,653, equal to their sales abroad. 
1 82 about $1.41 a share, as against a 
mas | share in 48. Net sales In 1948 AMERICAN EXPORTER, fi 
a share in ’48. Net sales in irst 
aut | amounted to $77,398,860, compared ’ 
: nlite circulated overseas in 1877, thus con 
, - 
ber |S Nalcome for 1949 of $21,676,008, 
net income for ° ,676,903, e e i . 
8 my orf“~rh+ -* tinues to maintain its leadership as an 
Bi on sales totaling $294,420,391. In woe . 
1948 net income was $22,713,736, advertising medium for sales to cus- 
or $3.33 a common share, on sales 


of $296,250,431. 


e Newport Steel Corp. increased 
net sales last year to $70,923,241.27 
from the previous year’s total of 
$69,314,489. Profits for 1949 dipped 
to $1,467,889.52 from 1948 total of 
$1,710,084. Earnings were equal to 
$1.23 a share of common stock in 
49 and $1.40 a share in ’48. 


e John Morrell & Co. sales for 
1949 totaled $292,795,296, 1% less 
than the previous year’s total of 
$296,122,858. Net earnings, how- 
ever, dropped from $2,587,741 to 
$84,065, a decrease of 96.75%. In- 
creased payroll expenditures and 
freight charges, coupled with de- 
clining prices, were reasons given 
for the sharp drop in earnings. 


tomers in foreign countries. 


2: F? 2 


These figures refer only to the commercial : 
AMERICAN EXPORTER editions in ‘ 
English and Spanish. They do not 
include advertising in AMERICAN 
EXPORTER INDUSTRIAL. 


, 


a 


e Crane Co. reported net sales of 
$174,894,798 for 1949, compared 
with $222,825,206 for the previous 
year. Profits for ’49 were $8,011,- 
887, or $3.52 per share of common 
stock, as against profits of $16,- 
ea or $6.86 per common share 
in ’48. 


e Continental Can Co. Inc. and 
wholly owned subsidiaries re- 
ported net income for 1949 of 
$12,108,132, equivalent (after pre- 
ferred dividends) to $3.66 per 
common share. This compares with 
a net income in 1948 of $14,811,562, 
or $4.51 a share after preferred 
dividends. Sales and operating 
revenues for the year were $335,- 
832,362 as compared with 319,- 
721,944 in 1948. 
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“TOOK IN $320 from 
a $40 CLASSIFIED AD” 


This chap developed a service for agency 
ran a $40 classified insertion in 
ADVERTISING AGE’s “Advertising Market 
Place,” and took in 32 sales for a total of 
$320. He has subsequently repeated this per- 
formance several times. 


As any mail-order man will affirm on a 
stack of Bibles, an 8-to-1 payoff direct from 
the ad is really sumpin! Character of circula- 
tion is the answer. 

As this advertiser comments, “ADVER- 
TISING AGE reaches the men at the deci- 
sion-making levels,” so, if you want a decision 
in favor of your service, your product, your 

4 proposition, tell the advertising world about 


AGE’s “Advertising Market Place.” 


space in ADVERTISING 


No. 3560. List of Farm Equipment 
Jobbers. 

Implement & Tractor has pre- 
pared a new “List of Jobbers and 
Manufacturers’ Agents,” giving 
names and addresses, by states, for 
more than 1,800 farm equipment 
and automotive jobbers and manu- 
facturers’ agents. Type of service 
provided, products handled, size 
of sales force, and territory served 
is indicated for each company. 


No. 3561. Retail Plans for April. 

The Milwaukee Sentinel offers 
“Retail Planning for April 1950” 
—giving calendar of events, cal- 
endar of pay days, promotional 
rankings by items and departments 
for soft and hard lines, January 
price centers, and price centers for 
April last year. A retail planning 
worksheet is included. 


No. 3562. Readership in Greens- 
burg. 

This “Readership Survey of The 
Greensburg Daily News, Greens- 
burg, Indiana,” is an unusually de- 
tailed study of small city reader- 
ship tastes, habits, and preferences. 
Conducted and tabulated by a 
team of 33 journalism students 
from Butler University, the study 
analyzes everything from Page 1 
news to the legal notices. 


No. 3567. Hard and Soft Water in 
Philadelphia. 

“Water—A Study of Its Hard- 
ness in the Philadelphia Retail 
Trading Area” is a new survey of- 
fered by the Philadelphia Inquirer. 
Of primary interest to soap and 
detergent people, the study shows 
that half the area has hard water, 
the other, soft. Detailed data on 
all public water supplies in 14 
counties is given. 


No. 3563. New Ideas in Corrugated 
Bozes. 

“How to Pack It” is a new book 
by Hinde & Dauch Paper Co., San- 
dusky, O., outlining specific uses 
for some 76 different types of cor- 


100 E. Ohio St., Chicago 11, Il. 


Information for Advertisers 


Please send me the following (insert number of each item wanted) 


rugated boxes, and showing how 
such boxes can carry promotional 
messages. It shows and describes 
special shipping boxes, shelf and 
counter boxes, display boxes, lug- 


gage-type boxes, octagons, pop- 
up display lids, and protective ma- 
terials such as pads, discs, liners 
and wrappers. 


No. 3564. Data for Anadarko, 

Oklahoma. 

The Anadarko Daily News of- 
fers a new “Standard Market 
Data” file folder prepared in con- 
formity with the forms of the 
ANPA and Four A’s. 


No. 3566. Data for Okemah, Okla- 
homa. 

The Okemah Daily Leader offers 
a new “Standard Market Data” 
file folder prepared in conformity 
with the forms of the ANPA and 
Four A’s. 

No. 3568. Upper Midwest Food 
Sales. 

Prepared by the Twin City Food 
Brokers Association, and offered 
by Station WNAX, Yankton, S. D., 
“Where and How Upper Midwest 
Food Sales Are Made” is a new 
book showing the unusual pattern 
of “spot” wholesaling which pre- 
vails in Minnesota and the Da- 
kotas. Maps, with sales figures by 
counties, present a detailed pic- 
ture which is supplemented by 
mail-pull maps prepared by 
WNAX. 


No. 3571. Films as Sales Tools. 

“A Powerful Aid to Industry” 
is a new booklet offered by Ampro 
Corp., Chicago, describing the ap- 
plication of 16mm films to job 
training, personnel relations, mar- 
keting, salesmanship and selling, 
etc. Various models of projectors 
are illustrated and described, and 
Ampro’s various. services for 
sales and personnel managers are 
discussed. 


Note: Inquiries for items listed above will not be serviced beyond May 8. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


ADDRESS 
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HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2-0115 Chicago 
Wanted: Young man, by manufacturer 
nationally sold canned and frozen food 
stems. Must be experienced in newspaper, 
magazine and point-of-purchase copy lay- 
out. Ability to handle direct mailing es- 
sential. Dog food experience desirable. 
State salary desired, full details exper- 

sence, references. 
Box 3030, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SALESMAN 

For 48 year-old specialized class maga- 
zine, now expanding in both circulation 
and advertising. Exceptional opportunity 
for man of energy and imagination, will- 
ing to start at reasonable salary based 
on moderate quota. Bonus for business in 
excess of that quota. Reply fully stat- 
.ng age, background, education, exper- 
ience, references. 

Box 3036, ADVERTISING AGE 

11 E. 42nd St., New York 17, N. Y. 


COPYWRITER: One of America’s largest 
advertising agencies seeks copywriter 
for Chicago office. Must have at least 
two years writing experience and be thor- 
oughly acquainted with house-to-house 
distribution methods. Unusual chance to 
become associated with copy staff hand- 
ling big, important accounts. Unlimited 
opportunity for hard worker to grow and 
learn. Write in confidence and tell us 
why you believe you are the man or wo- 
man we want. Our employees know of 
this ad. 

Box 3040, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Lil. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S State St. Harrison 7-2063 Chicago 


NEWSPAPER SPACE SALESMAN 
wanted by long-established western daily 
to sell space in its Sunday Colorgravure 
Magazine. Attractive opportunity. Good 
guarantee and commiss.on. Potential earn- 
.ngs for a good producer, $8-9,000.00. 
Write fully to Box 3037. 

ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LITHOGRAPHING SALESMAN 
A Chicago concern with modern single 
and multi-color equipment doing high 
quality work is in a position to offer a 
seasoned lithographing salesman an inter- 
esting proposition. Our personnel know 
of this ad. Address 

Box 3.38, ADVERTISNG AGE 

10u E. Ohio St., Chicago 11, Ill. 
If you have sold printed scotch tape, or 
if you are selling advertising display 
material, we offer an unusual opportun- 
ity with ample earning possibilities. Es- 
tablished manufacturer selling national 
advertisers needs men in major cities. 
State experience, present connections, ad- 


dressing Charles Turner: Tripp Tape, 
inc., Dundee, Ill. _ : 3 

M. B. MUENCH............:-000 PLACEMENTS 
Advertising Editorial Sales Promotion 


TOM MCCALL & ASSOCIATES 
8 S. Dearborn St., Chicago 3; CE 6-6973 
ALL-AROUND 
AGENCY MAN 
Old and successful small agency in Louis- 
ville wants thoroughly competent young- 
ish man of highest potentials. At least 
five years of experience in planning, 
writing and producing effective direct- 
mail and publication advertising requir- 
ed. Experience in distributor-contact and 
merchandising work also desirable. Sala- 
ry entirely commensurate with ability. 
Opportunity unlimited. Address Box 
3041 enclosing snapshot. 
ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Dictaphone operator. Varied duties in 2 
girl advertising sales office. 5 day week. 
Under 35. Attractive salary. Write for 
interview giving full information. The 
Progressive Farmer, 400 Madison 
Street, Chicago 6, Illinois. 
ASSISTANT PROMOTION MANAGER 
One of America’s largest newspapers—on 
the East coast—is seeking an Assistant 
Promotion Manager, strong in advertising 
promotion. Must be able to write copy 
and direct creative staff. Our department 
knows of this opening. Sell yourself— 
with resume and complete details to 

Box 3047, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y . 


APPLIANCE COPY WRITER 
Young man, 24-28, with several years ma- 
jor appliance experience, preferably at 
manufacturing level. Write, stating re- 
sume of background, experience and sal- 
ary requirements. 

Box 3048, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADV-EDIT-ART PERSONNEL 

Ask for ELINOR KENT 

TRIANGLE EMPLOYMENT AGENCY 
202 S. State Har 7-6520 
POSITIONS WANTED 
PUBLICATION ADVERTISING 

PRODUCTION 
Now handling all phases large weekly 
publication, from original contract to 
press sheet—orders, schedules, plates, 
copy, publication dummies, split fount- 
ain color printing. Now prefer monthly 
publication or as assistant to product- 
ion manager. 
Box 3052, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, II. 

SEEKS OHIO JOB 
Am now Managing Editor of a building 
material dealers trade magazine. Have 
tripled lineage in 4 years. Made editor- 
ial improvements. Have been copy writer 
and account executive in advertising agen- 
cy. Seek position as Advertising Manager, 
or magazine manager. Married, 2 children. 
Age 42. Interested only in 5-figure sal- 
ary or bonus arrangement. Prefer Ohio 
location. Write for complete record of 
business achievement. 
RTISING AGE 


Box 3034, ADVE: 
100 E. Ohio St., Chicago 11, Ill. 


ragged 


and 


over 5 inches display 


apply 


space on 


where. Seek job adv. mgr. or asst. larger 
company with zip. Handle agency, sales 
promotion, plan, everything. Also back- 
ground top level mgt, would make fine 
asst. to pres or VP needing sound ad and 
PR aid. Age 35. $8,000-$10,000. 

Box 3035, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copy Writer-Age 30; six yrs exper. Sales 
prom. bkgrd, cons & trade. Chicago only! 
Box 3042, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Editor—Thorough, versatile experience 
all phases magazine and trade paper; ad- 
vertising, promotion, etc. 

Box 3043, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
3 yrs. agency exp., covering major appli- 
ances, hardware, dairy prod. & agricul- 
tural accounts. $5000. Move anywhere. 
Box 3044, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
#UNIOR ACCT EXECUTIVE 
College Graduate in early thirties, Five 
years experience with large agency as 
media buyer and ass't account executive 
on one of nation’s largest advertisers. 
Desire opportunity as assistant to busy 
account executive or advertising mer. 
Thoroughly familiar with all phases of 
agency procedure. Married, one child. 
Highest references. 
Box 3045, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Now second in command publicity depart- 
ment large national company in Chicago. 
Seek added responsibilities in public 
relations and contact work. Age 37. Ex- 
perience includes 15 years metropolitan 
newspaper, public relations and public- 
ity. Five figure salary. 

Box 3050, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING-SALES PROMOTION 

4 yrs. agency, retail, service co. exp. 
Strong on copy, roughs, production. Cre- 
ative thinker, versatile—Big FUTURE is 
big interest. 26, college, married. 

Box 3051 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BIG ECONOMY-SIZE PACKAGE! 
Generous supply of sound, sensible ad- 
vertising know-how and do-how, wrapped 
up in one man! Wants responsible job as 
Advertising Manager for quality product. 
Many years in exacting, high standards 
agency work; ideas, plans, copy, produc- 
tion. Other valuable business experience. 
Good budget stretcher. Prefers job with 
progressive small organization in non- 
metropolitan Midwest, but other offers 
considered. Please give details in reply. 

Box 3046, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SCRIPT WRITER 

Comedy, detective playlets, jingles, French 

translator, Woman seeks opportunity to 

prove talent. 

L. Lampert 253 W. 24th St., New York City 
IF YOU WANT THE BEST IN 
PUBLIC RELATIONS TALENT 
Here’s an expert in industrial 
and consumer fields. Can plan, 
handle complete program. Fluent, 
forceful writer. 39. Chgo. only. 
Box 3049, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock [Illustrations 


Advertising Age, March 21, iggy 


MISCELLANEOUS 


NEWSPRINT ROTARY TIME OPEN 
Tabloid or regular size—l extra Color, 
lowest prices. Paper furn., to one or 
two steady long-run accounts. 
Peacock Publishing Co., Chicago 47, @ 


” REPRESENTATIVES WANTED 


orize industi monthly, 


National horizontal industrial 
over 50,000 controlled circulation, has 
open territory in Chicago and Ph 
phia areas for established repr 
tives with ample time to add a fast grow. 
ing publication. Leads waiting. Write 
ing complete background. Publisher, h. 
dustrial Ledger, Tenafly, New Jersey 
___ REPRESENTATIVES AVAILABLE 
PUBLISHER’S REPRESENTATIVE ~ 
Experienced, established space represen. 
tative with a Chicago office and travel. 
ing the Mid-Western territory is inter. 
ested in talking to one good pub 
of a general or trade publication who 
wants to build and maintain ad vertising 
volume on a long time basis. Write 
Box 3027, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il, 
Topflight Space Salesman Available 
Exp. in Chicago & midwest. Seeks contag 
with publisher requiring hard-hitting Tep, 
with proven ability. 
Box , ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


———__ 


AGENCY WOULD LIKE 
TO DISCUSS MERGER 


Well financed, highly respected, 
money making central western ad- 
vertising agency, efficiently organ- 
ized, would welcome a merger 
discussion with another medium 
' size agency whose philosophy, ob- 
‘jectives and procedure would be 
| compatible with our own. Headed 
iby men of ability, high moral 
standards and easy to live with. 
Reasons for such interest is logical 
‘and will be fully explained in con- 
‘ference. Have no fear that in writ- 
ing your confidence would in any 
| way be violated. 


Box 7559, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


RADIO-TV DEPT. 


Our free-lance organization has as- 
sisted the radio-TV departments of 24 
agencies; has serviced 51 accounts, 
including many leading national ad- 
vertisers...Copy, jingles, dramatized 
commercials, TV spots, direction-pro- 
duction and programs. Spécial and 
long-term assignments. Investigate! 


GORDON M. DAY 
PRODUCTIONS 
108 East 30 Street + New York City 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 


WILL GET RESULTS 


good. 


fidential. 


BATTLE-TESTED 


MAIL ORDER COPYWRITER 


WE NEED ..c mail order copy man with three or more years ex- 
perience under his belt. Should be in 25-40 age bracket, alert, 
sound, able to work under pressure. 

WE OFFER ..a splendid opportunity in a growing 4-A agency 
widely known for stability, located in large city near New York. 
Salary $100 to $125 a week; many extras include fixed bonus plan 
and pension trust plan. Our staff is congenial. Working conditions 


YOU SHOULD .. prove to us you are a seasoned mail order man. 
Sell us on your background. Tell us agencies you have worked for, 
how long with each. Tell us accounts you worked on and results 
obtained. Include samples of your work if you can and we'll return 
them promptly. Give references from people who know your mail 
order ability. Give age, education, family status. All replies con- 


Box 7577, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


ls you demand creative excellence 
from yourself . . . if you carefully 
select your associates because they 
demand perfection from themselves 
. .» if you seriously seek a creative, 
working art director, layout and 
graphic arts specialist, who demands 
perfection from himself and knows 
how to get superior craftsmanship 
from others, your letter will bring 
interesting, detailed information 
about a 45-year old art director 
with unusual qualifications. 
Box 7573, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


$15,000 


One of Chicago’s most experienced 
young agency executives (37) is 
interested in leaving present long- 
time post with major agency for 
job with broader scope as A. E., 
copy chief or right hand man to top 
executive of aggressive, conscien- 
tious agency interested in doing 
MORE than merely keeping clients 
“happy”. Wide ae poe and 
major appliance exp. College grad- 
uate, married, family. $15,000 or 
incentive arrangement. Reply in 
confidence (or thru 3rd party). 
Box 7574, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Advertising Age, March 27, 1950 


‘Charm’ Shifts Earnshaw, 

and Appoints Chamberlain 
Street & Smith Publications, 

New York, has transferred Spencer 

Earnshaw from midwestern to 

eastern sales manager of Charm. 


Mr. Earnshaw, who has been with 
Street & Smith since 1948 and was 
previously a sales representative 
for Vogue, transfers his headquar- 
ters from Chicago to New York at 
the end of March. 

Grant Chamberlain, at present 
advertising manager of American 
Hairdresser, has been appointed to 
succeed Mr, Earnshaw as mid- 
western sales manager of Charm. 


Florence Stove Sets Drive 


Florence Stove Co., Gardner, 
Mass., will launch a new campaign 
with a full-color spread in the 
April 15 issue of The Saturday 
Evening Post. Good Housekeeping 
is the only other national magazine 
scheduled. The campaign will 
break in metropolitan New York 
newspapers late in April. Ruth- 
rauff & Ryan, New York, handles 
the account. 


Affiliation 
WANTED 
By Direct Mail Specialist 


Somewhere, in or near Chicago, there 
is a letter shop or printing establishment 
that either has the facilities or the desire 
to go into the direct mail business on a 
big-time basis. If you are the owner of 
such a plant my Deg ~y— will definite- 
ly interest you. It is the outgrowth of 25 
years experience in handling the direct 
mail activities of many of the country’s 
biggest institutions—a plan that has prov- 
en effective, efficient and fundamentall 
sound for printer and advertiser alike. It 
is the modern approach—the only right 
approach to the selling, a » produc- 
ing and distributing problems which have 
long stymied direct mail advertising. 
have contacts and prospective clients and 
am seeking direct tie-up with progressive 
letter or print shop for production head- 
a, Financial arrangement open. 

lan embraces or, on and e- 
ment of functioning departments if 
wanted. 

Full details . . . your office .. . an 
time you say. Your confidence 


Box 7576, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Good jobs today require a resumé 
100 JOB RESUMES $5 


typewriter facsimile 


100 PHOTOSTAMPS $5 
gummed & perforated 
ARTHUR SANDALE 

221 Ave. F. Brooklyn 18, N. Y. 


Federal Reserve Figures on Department Store Sales 


WasHINGTON—Retail sales dur- 
ing the week ended March 11 held 
up fairly well, as compared with 
the same week last year. Figures 
for 1949 and 1950 continue to 
parallel each other quite closely. 

As expected, dollar volume 
moved up, from 244 on the index 
(for the week ended March 4) 
to 253 during the week ended 
March 11, 1950. However, the to- 
tal for the latter week was 1% 
below the volume for the corres- 
ponding week a year ago and 
lower still than in 1948 or 1947. 

Department store sales in the 
next few weeks probably will con- 
tinue upward, as they have for 
the past five years, until an Easter 
peak is reached. 


w While the 1950 volume this year 
has been about equal to 1949 fig- 
ures, the ’50 sales are well below 
those of 1948, and for the past 
month have been below 1947 vol- 
ume. 

On the latest report, the Boston, 
Philadelphia and Atlanta districts 
showed the greatest strength. Bos- 
ton was up 7%; Philadelphia up 
6% and Atlanta up 1%. 

Largest district loss was that 
of Minneapolis, off 14%, although 
the Richmond and Kansas City 
districts both were down 6%. 

Among the cities, Duluth-Su- 


1|perior reported the largest loss 


(down 18%) and Birmingham re- 


corded the greatest gain (up 15%). 
Change from 1949 
Week Ended 
Federal Reserve Feb. Mar. Mar. 
District and City 25 4 ll 
UNITED STATES 
Boston District 
New Haven 
Boston occ 
Springfield 
Providence 
New York District ........ 
Newark 
Buffalo _.... 
New York .. 
Rochester .. 
Syracuse 
Philadelphia District 
Philadelphia _..... 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 


Rr ASUwWwWNAINAOCUN~ 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


pPreliminary. 
*Not adjusted seasonally. 


Toledo —15 
Erie _........ —1l7 
Pittsburgh ........ —8 
Richmond District ......... _—7 
Washington ..... —7 
Baltimore _........ —10 
Atlanta District —38 
Birmingham . —3 
Miami _............ —3 
pS eae 5 
New Orleans —22 
Nashville _.......... —l 
Chicago District 7 
Chicago ........... a} 
Indianapolis —20 
(ae —9 
Milwaukee ...... —5 
St. Leuis District 1 
Little Rock ........ --4 
Louisville ...... —8 
St. Louis ....... —2 
Memphis ) 
Minneapolis District 31 
Minneapolis 49 
ite, MEIER | cestapepensegses 6 
Duluth-Superior _........ 2 
Kansas City District 2 
Denver ....... —7 
Wichita _....... 1 
Kansas City . —3 
St. Joseph ........ —13 
Oklahoma City .... 7 
 _ anes —10 
Dallas District 14 
Dallas ......... 21 
Fort Worth 14 
Houston ccc 4 
San Antonio ................ 19 
San Francisco District .... 3 
Los Angeles Area ...... —I1l 
Oakland 6 
San Francisco 3 
Portland 3 
It Lake City 6 
Seattle e * 
rRevised 


Diamond Agency Names Dee 


Zan Diamond Co., New York, has 
appointed Judy Barry Dee, pre- 
Ladies’ 
Home Journal, as copy chief and 
executive assistant to the agency’s 


viously assistant editor, 


president. 


Bhi gna 


Week to Mar. 11, ’50*..p253 
Week to Mar. 12, ’49*..256 
Week to Mar. 13, ’48*..278 
Week to Mar. 15, ’47*..267 
Month of Jan., ’50*..p216 
Month of Jan., ’49*..226 
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‘Surveys, Polls & 
Samples’ Written 
by Mildred Partin 


New YorK—A veritable ency- 
clopedia of survey, polling and 
sampling techniques is included in 
the 624-page “Surveys, Polls & 
Samples,” just published by Har- 
per & Brothers ($6). 

The author is Mildred Partin, 
currently research associate at the 
University of Rochester, who has 
spent 20 years planning and con- 
ducting surveys for the U. S. De- 
partment of Labor and various in- 
stitutions and communities. In be- 
tween times, she has collaborated 
in the writing of eight volumes on 
family income and expenditures. 


s The book not only discusses 
theory and problems of sampling 
and polling, but contains detailed 
discussions of the technique to be 
followed in every step of the sur- 
vey procedure, including construc- 
tion of the questionnaire, deter- 


45 


mination of size and character of 
sample, handling field interviews, 
etc. 

A feature is one of the most ex- 
tensive bibliographies on sampling 
and surveys ever put together, 
listing 1,145 articles, discussions 
and publications. 


M. P. Moses and R. Shapiro 
Named by Jackson Agency 


Jackson & Co., New York, has 
added Myron P. Moses, previously 
with William Lawrence Sloan Ad- 
vertising, to its executive staff as 
an account executive. 

Robert Shapiro, formerly crea- 
tive director of William Lawrence 
Sloan Advertising, has also joined 
the Jackson agency for an assign- 
ment in the creative department. 


Brock Buys Regional Show 


Brock Candy Co., Chattanooga, 
will sponsor a hillbilly variety 
show, “Brock Bar Ranch,” over 
40 CBS southern stations through 
Liller, Neal & Battle, Atlanta. Orig- 
inating at WRVA, Richmond, the 
program will be heard Saturdays 
at 7 p.m., EST, starting April 1. 


Ue wh 


FIRST. 


on WTAR-TV, Norfolk 


521 Broadway + 


Phone or write E. B. Saltz 


Milwaukee 
Milwaukee . 


EXECUTIVE SALESMAN 


CHICAGO TERRITORY 


Substantial 5 figure income selling litho and 
permanent type displays to national advertisers. 
Established Chicago sevvitery, Fine opportunity 
for a man to increase earnings currently selling in 
the Graphic arts field, or now in merchandising 


or advertising position with national advertiser. 


Substantial assignment of accounts. 


DISPLAY CORPORATION 


Broadway 6-9222 


Benrus Lever Bros. 
Bulova Lucky Strike 
Bristol-Myers Mohawk 
Chesterfields Pall Mall 
Colgate Procter & Gamble 
Firestone RENUZIT 
Ford Motor Co. RCA 
Kraft Foods Sealtest 

Texaco 


... these big advertisers have already signed up for valu- 
able Television franchises in the Norfolk Metropolitan Mar- 
ket. They are going on the air with WTAR-TV on April Ist. 

WTAR-TV is the first and only television service for this 
big, eager, and able-to-buy market of 150,000 families*. 
Inter-connected to supply full NBC service. With a new 
$500,000 TV and Radio Center and a completely equipped 
RCA Mobile Unit, WTAR-TV can put your products in the 
selling picture. Act now, call your Petry man for quotation 


of the few choice franchises still available, to start April 1. 


*Sales Management, Survey of Buying Power, May 10, 1949 


Inter-Connected NBC Affiliate 


Nationally represented 
by Edward Petry 
and Company, Inc. 
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INSTE 


On the Generalized 
Theory of Gravitation 


For the readers of SCIENTIFIC AMERICAN, Albert 


Einstein has written an explanation of his new 
Generalized Theory of Gravitation. In this “account 
for a wider group interested in science,” Professor 
Einstein sets forth the meaning of the Theory in the 
lucid style which distinguishes him as one of the 


great interpreters of modern science. 


The Editors are privileged to announce the publica- 
tion of this important article in the April issue of 
SCIENTIFIC AMERICAN — the Second Anniversary Issue 
of the new magazine of science now published under 


the century-old name. 


A SECOND ANNIVERSARY PROGRESS REPORT 


To Advertisers: The 100,000 net paid monthly circulation now guaranteed by SctENTIFIC 
S CI ENT | FI C AMERICAN constitutes the first complete roster of the U. S. community of science ever 


assembled by a single magazine. If your industry does business with industry, you must 
sell the scientific Americans—the directors of research, the chief engineers, the vice presi- 
dents in charge of production and their key technical and scientific colleagues, the men 
who set the buying habits of industry. Sctentiric AMERICAN is the only magazine presenting 
this strategic market to you, identified by name, title, company and industry. 

To the scientific Americans, the April issue of the new ScrENTIFIC AMERICAN, our 24th, 
carries the messages of these industrial advertisers: 


AiResearch Manufacturing Company 
Allied Chemical & Dye Corporation 
American Cyanamid Company 
American Optical Company 

Baird Associates, Inc. 

Bausch & Lomb Optical Company 
Bell Telephone Laboratories, Inc. 
Arnold Bernhard & Company 
Brush Development Company 
Dictaphone Corporation 
Distillation Products Industries 
Eastman Kodak Company 

General Electric Company 


Ba ad) no eae Pee 


Neg Soe 2 cot eee MeN gee a eo a 


General Electric X-Ray Corporation 
International Business Machines Corporation 
Kelley-Koett Manufacturing Company 

‘ E. Leitz, Inc. 
National Technical Laboratories 
Patterson, Moos & Company, Inc. 
George A. Philbrick Researches, Inc. 
Radio Corporation of America 

Reeves Instrument Company 

Revere Copper & Brass, Incorporated. 
Tracerlab, Inc. 

Virginia Smelting Company 
Westinghouse Electric Corporation 
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Advertising Age, March 27, 1950 


VIP GUESTS—Parker McComas, (second from left), president of Philip Morris & Co., 
cuts a cake at the party opening the company’s new offices at 100 Park Ave., New 
York. In line for a sample are (left to right): Niles Trammell, chairman of the board, 
NBC; William Paley, CBS board chairman; Frank White, pr t of Mutual; and 
Robert Kintner, ABC president. 


AT BAHAMAS CLUB—At a luncheon honoring Congressman Joseph W. Martin at 
the Bahamas Country Club, Nassau, are (left to right) F. M. Flynn, president, New 
York Daily News; Congressman Martin, who is also publisher of the Evening Chron- 
icle, North Attleboro, Mass.; Lord Illiffe, English publisher; Edwin S. Friendly, former 
general manager of the New York Sun and now with the New York World-Tele- 
gram and Sun; and John F. McCarthy of Nassau, host at the luncheon. 


Gay, light-hearted, starry-eyed . . . 
portrays the feeling that’s yours in 


%* 


the original marginal frame beel stocking 
that makes every ankle-glance : 


one of open admiration. 


Shadow shecr, 15 denier, 51 gauge 
Spurgeow "ized Vintage nylon. 
So right with any costume . .. 
on any occasion 
In spring colors youl want. 


—Spaegeon HOSIERY CORPORATION = 
100 Rerkiry Street, Philadelphia (4, Pac om, 


i eae Bat 4s apt e ie 
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GLAMOR—Spurgeon Hosiery Co., Philadelphia, begins its first large-scale consumer 

ad program this month and next with full pages in Glamour and Vogue for its 

patented marginal frame heel nylon stockings called Dupliquettes. Aitkin-Kynett Co. 
is the agency. 


PHOTOGRAPHIC REVIEW 


‘Vhei> be The Piewt 
Prdhtic Advertincwn at 
bier bowed ba Amerion 
bar The Original ‘ 
~ Martntenh” Raiwcont! 


WACINTOSH 
eee i 


FIRST—Macintosh, which has become 


practically synonomous with raincoat in 
England, is advertised for the first time 
in America in this New Yorker page. 
Robert Appleby & Co., New York, is 
U. S. distributor for Chas. Macintosh & 
Co., which has been making the coats 
“since William IV was King of England.” 


PLAN ASPEN PROGRAM—Discussing plans for the Aspen Institute for Humanistic 
Studies, which opens June 26 in Aspen, Colo., are Gaylen E. Broyles, president, Gay- 
len E. Broyles Co., Denver agency in charge of Aspen advertising; Delphine Car- 
penter, publicity and public relations director for the Hotel Jerome and Aspen Corp.; 
Gov. Lee Knous of Colorado; Saul Caston, Denver symphony director; and Helen 
Black, general manager and advertising director of the Denver Symphony Orchestra 
Association. Small space will be used in national magazines and metropolitan news- 
papers, and newspapers, radio and direct mail will be used in the Rocky Mountain 
region. 
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FITTING—Youngsters apparently don’t mind the trying-on ordeal when they can 
get astride a bear in this Bear Bar complete selling unit for the Culver Cub line 
of infants’ and children’s shoes. Here, Dick Rovelstad, sales pr 

of Culver Mfg. Co., Poneto, Ind., shows his son Gary a por of Bear-Foot sandals. 


47 


QUEEN?—Industrial admen attending the National Industrial Advertisers’ con- 
vention in Los Angeles next June will have a chance to vote for Dorothy Adamson, 
a candidate for queen of the annual conference. 


HOLLYWOOD & VINE—Donald McGrath 
(left), western divisional manager, and 


Ted Rosenak, advertising manager of 


Schlitz Brewing Co., are on hand for 

the light-up of the brewer's new painted 

display in Los Angeles. The word ‘Schlitz’ 

is lighted by white lamps, and the slo- 

gan and the border around the name 
are fluorescent gold neon. 


became necessitres—you get the frst beg hull color 
rows of new model cars through OUTOOOR 
ADVERTISING 

Ved your nearest deaiers showroom today and 
vee the latest trumphs of automotive engneering 
and denen 


Thes year asm every other year wnce sutomobries . 
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CENTRAL OUTDOOR ADVERTISING COMPANY ine 
ry ER OPERATION 


OUTDOOR IN NEWSPAPER—Coincident 

with the launching of new model peste 

copy by major t 

turers in the Cleveland area, Central 

Outdoor Advertising Co. used this full 

page in the Cleveland Plain Dealer in 
support of the campaigns. 
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Advertising Expenditures by Industries, 1949 


(Compiled by Leading National Advertisers) 


General and Network 
Industry Clees Total* Farm Magasines Magazine Sections Network Radio Television 
1949 1948 1949 1948 = 1949 1948 1949 1948 1949 
5,312,432 | $ 47,208,282 || $ 1,295,925 
Food and Food Products .......... $110,048,927 | $109,057,182 || $ 50,860,105| $49,542,684) $ 13,876,390) $ 12,306,216) $ 45,312, 
Toiletries and Toilet Goods ........ 76,168,873 79,849,619 | 37,401,783| 39,007,269 9,396,956 8,697,125] 29,370,134] 32,145,225 1,026,380 
ay aa... “ ee 49,938,488 | 47,415,837] 40,906,203 —_ 38,189,491 2,313,519 1,529,570 6,718,766 7,696,776 1,546,287 
Apparel, Footwear and Accessories|| 46,113,256 | 52,127,076] _41,718,227| _ 47,629,361 3,102,662 3,066,117 1,292,367 1,431,598 304,376 
Smoking Materials .............-- 39,758,465 | 33,817,479 || 14,308,690| —12,020,754|| 1,782,372 1,473,425|| 23,667,403 | 20,323,300 2,396,728 
Drugs and Remedies ............ 36,337,328 | _87,340,391|| 11,590,550| 11,340,694) 3,691,992 3,433,209]) 21,054,786 | 22,566,488 242,718 
Household Equipment and Su jupplies 35,995,333 |  45,211,559|| 27,913,090| 34,242,533 1,964,238 2,240,120 6,118,005 8,628,906 457,218 
Soaps, Cleaners and Polishes...... 33,114,666 | 34,321,556 || 9,683,832! 9,372,789] 4,096,021 4,280,897|/ _19,334,813| 20,767,870 107,310 
Beer, Wine and Liquor ............ 29,096,637 | 28,733,947 || 26,846,724| 27,120,054) |__ 905,167 497,196 1,344,746 1,116,697 326,189 
Household Furnishings ..........- 25,434,395 | _27,345,845|| 23,474,612| 24,945,383] 1,056,135 1,068,822 903,648 1,331,640 819,698 
Industrial Materials .............. 23, 373,786 | 24,040,699 || 20,904,330 21,601,983) 204,782] 690,890/ 2,174,673 1,747,826 11,643 
endustr! 5 
ay —- ig; rayeneny ese 19,665,652|  20,361,480]} 17,817,118] _ 19,106,198 566,759| _—-266,596)| 1,281,775 Ree 
Consumer Services ...........+++: 16,605,090| 16,796,319] 13,554,628 13,404,958 1,112,431] 841,775) |___1,988,0 031 2,549,586 66,890 
Transportation, Travel and Resorts | 16,092,112 | 14,965, 703 || 14,663,360| 14,267,212], 353,583] 354,875 1,075,169 TE stesks 
Gasoline, Lubricants and Other her Fuels | | 15,452,250| 15,223,176||9,425,447| «8,626, 759) 385,576 | 627,360] L 5,641,227 5,969,057 719,609 
Jewelry, Optical Goods and Cameras|| 12,751,794| 14,155,131 9,490,805| 12,258,085 471,268 695,104 2,789,721 1,201,942 105,057 
Confectionery and Soft Drinks ....|| 12,744,438] 15,884,361 5,982,059 7,869,928], 509,046 358,949] 6,253,383|  7,055,484| —-188,309 
SIE x0 nahhudoescccrsss323s wees afl 11,184,088 | 10,¢ 676,936 7,258,598 6,306,068 137,808 '133,123|| 3,737,682 4,238,745), i... 
re oe ey ..|| 10,425,342| 13,362,624|) 8,047,091 10,007,283 964,555 1,038,269 1,413,696 2,317,072 21,760 
Retail Stores and Shops .......... 9,891,413 8,299,547 | 8,686,144 7,400,845 1,164,637 898,702 - {aS se Pry 
Radios, Television Sets, + Phonographe, 
oe z" . on ect . wane > 8,121,131} 11,500,077 6,561,947 9,492,623 809,927 447,356 149,257 1,560,098 2,392,107 
Publishing and Media ............ 7,503,182 7,608,487 4,875,985 4,577,816 1,715,383 1,580,574 911,814 1,450,097 131,063 
Sporting Goods and Toys ......... 5,978,513 6,160,717 5,730,205 5,894,842 141,685 184,406 106,623 81,469 88,535 
Agriculture and Farming ......... 5,662,208 5,801,157 4,494,613 4,262,250 7,423 7,376 1,160,172 1,531,531 4,275 
Entertainment and Amusement . 4,619,874 6,262,860 4,407,361 5,949,999 203,267 307,646 9,246 | are 
vice sob ten sassstice +P 3,110,410 2,948,763 2,937,715 2,762,734 75,053 87,083 97,642 |) AR = 
, Aviation Accessories and 
he ye aR eRe 1,203,985 1,389,598 1,203,985 1,339,598 eo ree peer spe f nats 
ET etsteladsshscsacessts 56,574 ee |) eee eechel vesene 56,574 1,213, 2 ern 
I ea tcc 50.000 09hseces 12,086,998] 10,957,086 7,852,263 7,676,160 988,773 444,618 3,245,962 2,836,3 , 
Classified Advertising & not itemized 2,197,572 2,461,786 2,197,572 Ve TY rT! Tay BRP Tree BEBE Ss 
E's ine ceenes ppp ~, . Jl $680,682,779 | $705,330,280|| $440,795,042| $458,677,139|| $52,087,408] $47,657,399] $187,800,329) $198,995,742)| $12,294,513 
* Does not include Network Television 
. . 1949 1948 1947 1946 
100 Leadin Advertisers ae Sere reree 2,211,671 1,555,054 ,783,674 1,891,996 
, International Silver Co. ............ (122,924 2,383,585 2,018,173 1,603,628 
Firestone Tire & Rubber ............ 2,108,535 1,606,541 2,122, 2,080,562 
9, sh j ic iccahccekevesase ed eee rept yore ane’ses 
nkin SE TD Fone ccnesscedgeces ,052, 847, 404, ,0356, 
A rai g of the top 100 national advertisers in 1949, owuny Internati onal Reveseher Me eercceaas 1,975, 1,992,681 2,300,822 1,833,145 
the total each spent for time and space in five media (general | Goowrich, 8. F., Co. .............. 1,949,011 2,150,456 2.212.002 2.296.549 
and farm magazines, magazine sections, and network radio | mont. Corliss ie teeceeeseeees aa’ Taso see ee tol rare 
and TV), as compiled by Leading National Advertisers for Pub-| Weinz, H. J., Co. ............ 6004. 1,864,454 2,252,448 842,680 
Chesebrough fo. ee 1,527,802 1,403,629 1,017,057 
lishers Information Bureau. Also shown is the amount spent by | Armstrong Cork Co. 1,533,499 1.301.846 1.011.587 
these 100 companies in the same media in 1948, 1947 and 1946. Carration Co. we «es rts te 1727763 152.561 2193571 1.826.928 
Iker, Hiram-Gooderham & W...... 710, 423, 440, 445, 
, 1949 1948 1947 2 ee U.'S. Government dgtttttiees 1,706,220 -1'967,700 6,305.462 1,662,525 
ae 25,097,018 26, 620, 335 27,912,1 $22,456,427 | Cluett, Peabody & Co. ............. 1,670, 757, 489, ; 
cone ee Sataes dere a 573 804.286 *f ety 020,973 8,176,766 | Ronson Art Metal Works ........... 1,638,235 1,025,555 740,590 451,958 
General Foods Corp. ........ ...... 15,436,650 i ron rit 4,251,648 10,933,037 | Socony Vacuum Oil Co. ............ ,627, 1,164,1 2,018,303 2,490,673 
DET, caceccces svc ccececs 13,318,768 13,373,380 12,580,820 (530,518 | Gold Seal Co. ................0.05 1,626,479 RE" Cae pga 
Colyate-Paimolve-Peet ............. 1,244,886 10,803,230 15,382,134 7,824,710 | Cudahy Packing Co. ............... 1,625,938 1,830,692 2,107, Bt 
General Mills Inc. ................ 11,097,605 10,426,179 11,000,270 8,579,171 | Metropolitan Life Ins. Co. .......... 1,603,833 1,546,679 1,545,210 883,607 
Sterling Drug Inc. ............ 10,605,934 11,316,792 13,098,391 11,606, Standard Brands Inc. .............. 1,584, 2,042,861 4,457,939 3,830,011 
Campbell Soup Co. ............ .. 9,067, 8,771,375 7,575,984 4,186,070 | Pepsi-Cola Co. Y 360,3 1,777,896 503,403 
Liggett & Myers Tobacco Co......... 8,763,327 7,600, 7,488,217 4,708,494 | Mars Inc. .......... 578, 1,956,822 1,520,290 1,194,313 
American er age oy aS 8,026,372 5,371,489 6,272, 3,141,064 | California Packing Corp. ............ 1,571,652 ,500,2 1,545, 875, 
Reynolds, R. J., Tobacco C>........ ,968,7' 7,704,974 10,439,114 5,298,105 | Corn Products Refining Co. ......... 1,571,618 1,315,752 1,820,767 1,372,770 
General Electric Co. ............... 7,644,955 11,772,858 7,677,393 6,041,049 | Electric Auto-Lite Co. ............. 1,570,324 413 1,308,310 1,265,051 
Taig cesses. 0 ese. s 7,543,144 9,263,977 10,129,604 5,309,779 | Eversharp Inc. ................... 1,560,316 1,731,453 3,179,356 3,296,715 
Miles Laboratories Inc. ............ 034, 2, 5,928,64 6,250,638 | Avco Mfy. Corp. ................. 543.1 1,094,194 98, 398,94) 
a 6,456,193 5,492,150 5,666, 2,320,859 | Union Carbide & Carbon ............ 1,536,472 1,503,345 1,424,612 1,527,830 
American Home Products ........... 6,116,316 5,820,094 7,667,680 8,582,714 | International Shoe Co. ............. 1,523,329 1,564,313 5 30,703 
TE ccc ccc ccs secccce 001,1 5,478,279 6,389,611 5,470,379 | Minnesota Valley Canning Co. ....... 1,519,5 1,150,280 841,525 572,731 
Distiliers Corp.-Seagrams ........... 5,574,237 6,018,592 9,139,032 4,367,150 | Scott Paper Co. ..............005. y 993,003 921,128 915,265 
Gillette Safety Razor Co .......... 5,481,731 8,548,375 5,254,293 1,786,710 | Kaiser-Frazer Corp. ............... . 2,240,273 y * | Beer 
Bristol-Myers Co. ................. ‘ 5,338,393 6,005,653 6,342,203 | Cannon Mills Co. ..............44- 1,330, 1,105,244 5, 
Lorillard, P., Co. ...... ‘ 2,521,057 1,896,955 2,074,983 | Schlitz, Jos., Brewing Co. ...... 1,307,869 33, 674,647 
Pillsbury Mills Inc. . 878, 3,156,801 2,367,879 769,091 | Ass'n of American Railroads .... 934,703 753,832 693,453 
Morris, Philip, & Co. .............. 4,851,411 4,073,486 5,343,374 3,352,947 | Radio-Keith-Orpheum Corp. 1,992,635 2,703,753 2,672,893 
National Dairy Products ............ 4,817,353 4,931,322 5,777,744 3,479,745 | Lehn & Fink Products ............. 1,426,9 1,631, 1,138,110 
Schenley Industries Inc. ......... 4,653,919 3,831,665 5,960,031 4,952,310 | American Safety Razor ............. 294,553 943,7 920,380 
National Biscuit Co................ 4,181,334 2,302,104 2,239,587 1,298,156 | Champion Spark Plug Co. ........... 1,279,351 1,352, 1,048,243 
American Tel. & Tel. 0.2.2... 3,827,711 3,843,634 4/579,816 2'874,138 | Great Atlantic & Pacific Tea 1,460, 1,231,328 930,265 
SER ook scwseners vavene (683,911 3,547,390 5,098,455 2,997,172 | Doubleday & Co. .............008. 1,197,760 1,559,768 1,043,043 
STE co casccessecctscsces 5,7 3,745,291 4,201,200 1,599,442 | Ralston Purina Co. ............-... 1,526,549 ,383,783 2,037,136 
DEE sw WVass cidedsescsccs 3,324,243 3,859,663 6,096,714 2:403,085 | Johns- Manville cent caneei 955,398 9,560 861,329 
Goodyear Tire & Rubber Co. ......... 196, 3 3,872,257 3,836,764 2.268,647 | Johnson, S. C., & Son.............. 307, 1,662,877 1,845,071 1,681,581 
sk aay oles cue : 3,983,123 2'566,634 3,095,340 | Brown & Williamson Tobacco ........ 1,291,721 1,308,207 2,512,969 2,241,168 
Borden Co. ......... : 3,219,160 4,687,471 3,591,242 | Wildroot Co. .......... 1,227,913 1,616,279 1,163,787 
Westinghouse Electric . 887, 4,042,909 3,180,228 1,613,964 | Warner, Wm. R., & Co. 1,216,832 909,1 (438,414 
Johnson & Johnson ............... ' 2,853,675 2,590,094 784,143 | Admiral Corp. ....... 3,112 886,032 208,852 
National Distillers Prod. ........... 25, 3,020,881 5,406,832 3,015,714 | Block Drug Co. ............-. 00 eee 463,969 706,835 425,109 
Radio Corp. of America ............ 8 2,462,029 3,161,718 946,434 | Gulf Oil Corp. ....... eee eee eee eee 42 1,104,851 854,931 
Nash- Kelvinator —_ See teee saskie 2,625,985 2,877,189 2,354,115 1,952,223 
a aipppeepeeepeans 2,526,604 2,040,751 2,096,414 ,962,007 
ewrentions! Cellucotton dat dakied< 2,497,629 vty 3.451.987 1.719.080 4 Philadelphia Stations Joins Fact Finders 
DIT 50 3 6640000 406600008 +s 66 ‘ z y x " ’ ’ . e 
Manhattan Soap Co. «6... 0 20.00... 2,305,153 3,404,148 4,138,732 2.326.188 Win Political Libel Suit Herald Beckjorden, formerly on 
Lambe: eS PSP PARRY eo s , . ‘ : : P the executive staff of the Mar- 
DuPont de Nemours, E. I. .......... 2,230,717 2,730,231 2'526,137 2:179/525| The U. S. district court in , 
tl Philadelphia has decided that| ket Research Co. of America, has 
the right of freedom from radio| been appointed senior research as- 
GROSS VALUE OF ADVERTISING TIME censorship in the broadcast of poli- yg — oe Seegetaten 
ON 4 TELEVISION NETWORKS tical speeches belongs to campaign | 4MC., ’ York. Freviously, he was 
managers as well as candidates. | Vice-president of the American As- 
EXPENDITURES IN THOUSANDS OF DOLLARS JANUARY— DECEMBER, 1949 The court handed down a ruling| sociation of Advertising Agencies 
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dismissing four libel suits for 
$50,000 each brought by attorney 
David H. Felix against the owners 
of Stations WCAU, WPEN, WFIL 
and KYW. 

Mr. Felix contended he was 
libeled during the last municipal 
campaign by Republican City 
Chairman William F. Meade. The 
court held that the Federal Com- 
munications Act forbids radio sta- 
tions to censor political speeches. 


Barker Joins Swann Agency 
Thomas B. Barker, formerly 

with Kroger Co. in Cincinnati and 

in its Atlanta branch, has joined 


the merchandising staff of Damon 
J. Swann Advertising Agency, At- 
lanta, to specialize on food ac- 


counts. 


in charge of research, media and 
radio and television production. 


Newspaper Admen to Meet 


The California Newspaper Ad- 
vertising Managers Association will 
hold its annual convention June 
9-11 at the Miramar Hotel, Santa 
Monica. The meeting will be under 
the general direction of Charles 
McAlpine, advertising manager of 
el Santa Monica Evening Out- 
ook, 


Gould Joins Meck Industries 


Harry S. Gould, former mer- 
chandising executive with Magna- 
vox Co. and Yale & Towne Mfg. 
Co., has joined John Meck Indus- 
tries, Plymouth, Ind., as director 
of merchandising. 


Advertising Age, March 21, iggy 


P&G Again Top 
Advertiser, PIB 
Report Shows 


(Continued from Page 1) 
reau figures obtained through LNA 
cover aggregate expenditures 
1949 of $412,414,584 in 81 generg 
magazines (off 4% from 1948). 
$28,380,458 in six “national” far 
magazines (off 1%), $187,800,3% 
for network radio (down 6%) 
$52,087,408 for seven magazin 
| sections (up 9%), and $12,294 515 
for television (the first year PR 
has reported on this newfanglea 
medium). 

Departing from its practice of 
previous years, PIB is not making 
available to the advertising press 
its figures on all advertisers spend. 
ing $25,000 or more in the media 
measured. 


ws The ten top advertisers in each 
of the five media last year are listed 
as foHows: 


GENERAL MAGAZINES 
General Motors gue een einai $11,169,157 


ST CER GR nceseseeccscos 5,635, 

Distillers Corp.—Seagr: nasesés 5,574, 

General Electric Co. 4,886,791 
Chrysler Corp. .... 4,661,678 
Procter & Gamble .... 4,519,441 
area 3,895,726 
Colgate-Palmolive-Peet ............ 3,854,020 
American Tobacco Co. ............ 3,436,454 


FARM MAGAZINES 


General Motors Corp................ $1,501,990 
LY eee oe 1,145,338 
International Harvester ............ 28,684 
2 year 593,923 
Chrysler Corp. .... 514,324 
Ford Motor Co. ....... 428, 

General Mills Inc. ..... 359,792 
R. J. Reynolds Tobacco Co.. 356,400 
Goodyear Tire & Rubber ............ 341,300 
Re GG ED ganb ces covecscnces 319,650 

MAGAZINE SECTIONS 

Colgate-Palmolive-Peet ............. $3,149,127 
Procter & Gamble 927, 


Lever Bros. 
General Mills Inc. 
General Motors Corp. 
Swift & Co. 
Sterling Drug 3 me 
General Foods Cor 
Pillsbury Mills of 
Armour & Co. 


NETWORK RADIO 
Procter & Gamble 
OL 
General Foods Corp. 
Lever Bros. 
General Mills Inc. 
Miles Laboratories 
Campbell Soup Co. .......... 
Liggett & Myers Tobacco Co. .. 
American Home Products .......... 
American Tobacco Co.............. 


NETWORK TELEVISION 


Radio Corp. of America.............. $900,405 
R. J. Reynolds Tobacco Co. 


General Motors Corp. ................ 664,511 
Liggett & Myers Tobacco Co. ......... 594,440 
TS citi ace 6660 b0o6h sad 471,816 
National Dairy Products ............ 453,990 
Ford Motor Co. 5 
P. Lorillard Co. 

General Foods Corp. 696 
DuMont, Allen B., Laboratories 


Heinz Co. Takes 
Its 57 Varieties 
Quite Seriously 


Cuicaco—Just how canny is this 
H. J. Heinz Co.? 

Last year, according to Publish- 
ers Information Bureau, the Pitts- 
burgh company spent $1,838,071 
in general and farm magazines, 
magazine sections, 
radio and TV. 
Fourteen of its lines benefited 
by the promotion, not least of 
which was ‘the famed 57 Varieties. 
And where do you think Heinz 
ranked in PIB’s list of leading ad- 
vertisers? 

Why, 57th, of course. 


Smith Joins WCCO Sales 


Charles H. Smith, radio and 
television counsel for western of- 
fices of Batten, Barton, Durstine 
& Osborn since June, 1948, has 
joined the sales department of Sta- 
tion WCCO, Minneapolis-St. Paul. 


Names Huizler Sales V. P. 


Philadelphia Leather Goods 
Corp., manufacturer of White Star 
luggage, has appointed John C. 
Hutzler, formerly with Sears, Roe- 
buck & Co., as vice-president in 


charge of sales. 


and network, 
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p 1949 Magazine and | 
and Network Broadcast Expenditures of 100 Leading Adverti 
rtisers 


B Based on the Compilati 
, , pilation of Publi f 
Oe iissend Heaes eae —— apse Bureau, Showing 100 Lead 
. ns of Newspapers and Radi eden sas 
Sec adio mm ers in Gen M 
i tre mR eT and Television Networks for pepe loa 
I l- 


) 
(These figures are bas d 
erald Tribune edition ¢ om enennronaet ay 
of This Week, Ne general magazi 
w York Sunda lite Rega 
y Mirror Magazin mapeeiees, Sou 
cand BE r radio net 
ew York Times mele mong nape x ve The a panes, ane <8 
0 The American W - alr Rater Ay 
, This Week M: a 
agazine.) 


1 LNA 
"es in 
eneral 
19 Rank Parent Company 
48), Products pron bey oom 
f Tota’ ral F. 
008m A 1 agaziens © Magazines Magazine oe 
oul 98. Admiral Corp. ... — Radio Television | "anh Parent C = 
azine Aamirel Cece ® peueuassreses=9seens $ 1,259,861 $ 647, Products Advertised Ge 
5 iral Electric Ranges.....-.------..-- 300,137 255 $ 48,940 Minipoo Total neral Farm 
94 Agmiral Electric Ranaes oo. --ss-o- SERS $ 91,850 $ Shampoo Magazines Geeta 
513 ctric Refrigerators tee OOIST acess ceeteee seeeeesterenes $ 471 pl gy BOE Magazines er Network 
Se oe dade che oéedesones 312.955 eR Serer Sheree AS 816 Polid and Re Bisarcsssesee 33,849 ctions Radio ‘ 
i Admiral Radio-Phonograph .............- 31,314 277,968 Siiep 300,137 Polident Dentrifice ..... CAM oe esse ee 246 19,869... Television 
- 9 9 --f {te a a SIL eteee 33, Bor nt & Poli-Grip Denial’ Products. 43320 42.320 eeeteee  1S9BO seve, 
4 io-Phonographs, Televisio 2, . GT29eeeeee  seeeeee  seatens di “it pli eked > Sean ,055 BAG seeeeee  seereee  seteeee  aeeens 
Receivers, un tee Television eee PY wari: AT ily oe NE ea Borden ee Bisidend ietlee.. 3.026.728 2 274,155 iis Soa) 
ce of peeve Television Combinat — Ranges.. 123,169 PRE ed ioe: sree Borden’s SR ry Se ogo ah 4 salen 38°75 seaientie «4h 
aking Sa... La oS a ee Sole. can Borden's —_— wc) (figs | (ee 1S. ae sie ceneuss 
press Admiral hr ed errr saledé indnd ed a ; ai. « Sate ce Fee 123,169 | a at s Dairy peepescresersnsssseses 258319 126,765 seegees shea Nai 
bend hem Phonseraphs inations & cee ar) irl Oe eer — A ee ee 203,330 398.519 eaeere “Gm Co ee 
- miral Televisi idan bectsenes ences eeeeere a bitiehin’ m _—Bo oy te wage ebeg 2,184, t prepa PR eX senna: eeket 
nedia 18 American swe nats 6ed¥iteinesss Tass eee Fk Re en ee | aasio | Nagims, fet Cream eee eee cece $4673 1.291434... wish 
Beem e Products Corp.. 5 43725 1.) 36,800 den Ice ee Sat car eves es <6 ’ a lt 222500 670739 |||. 
| eee shppebegg oe a. None Such sities ER ne Alli 670.739 
hac, a Bio Ee SEL.776 a cht eB Reid's ce Mince Meat ...0....0... 000, 75,750” 75,780 ceeeety  eyegge  seeeeee tetas 
in & Mopper Clay Pack........... ‘——-_ #° aa r 955 4,768,277 _—«37,160 icci aR enbdddeene cases " Py cose My sacciee 2-4. te 
each = 4', 4,)— ee + gts ore 12.955 4,768,277 37,160 Ricciardi French lee Cream pores 1‘ ee... “eee ospeser «aku 
li Anacin & Petre-Syilium Ct 4393 ~_galiicleec tit * seeeees 20. Brictel-Mpen Easi-Bild Patterns........ 3471 © 3,47] eeeee  eyeeggs  seeeees  eeeans 
isted Anacin ce. Cites 20.012 4,393 eee eeee Ammens Antion Co. ela 13,410 13. ee ee oe 
Bisodol Mints & bapsbavasiages+= $25 IGA > ie Benex B ptic Powder . ° 5,475,338 ATL ceeeees seeeeey serene seeeees 
etynes, Aneel : 1,935,906 236,696 "3,225 "Brushless Sh agiiat? — ss'égd “bub aebsade uaa 
— Corn Remover .... OPO 575: 344,895 236,696 3,225 Puierta Antacid } — ; as 220,608 sa'6g6 2.008468 “ua0.dae 
ai Frys in worm oaiperaeatets 15503 YS,809 0.1001 vara Sal Hepatin See ee 023,458 170.946 
‘ rey's Bin Worm Remedy.....-0.02.0.0-. Rte! 6; ne peak I stalk salt ve ne + ipiihasaeiie 707, BBB sees ceeeeey serene paeeens 
78 Honper Clay Pad . Ja Je 3S pana, Vitalis, Sal Hepatica, Mum,“ 1,594,480 1,348'860 sarseee  ganeeas 
$86,791 Hopper Clay Pack & BiSoDol Mints Sas Cle 6356 a a ee. an 348,800 102,950 84 yo79e2 
61.678 oaee-aee tad Sew Greens. 3284 22101. > 12,594 Minit-Rub os eueeeeceeeeeseesersee es 607,494 i as 
aa |) Hopper How Pack & Face Cream... 5-3; $300 woes ceetere  MBMBB eens Mom vias 2200000000000 a 607 7 
95,726 Jad A ~pemema Fee Green... peers 12.200 seceees — seseees i pans ae ja OO pppepanttaeited So 9774 Sr. Senet: + Sat yeee gear ’ am ame 
ery} Ryne, rd is a, ac ret} 5,112 eaaneee 2,100 nsabeov:: | tpeeene Trushay tica Laxative... 0... pat -1 20 60,166 sosseas pers oeerere ee. 
Flag, Antrol Ant Spray, ae Black , GE - wavenes ee ere seers Vitalis Hair H Lotion... eee eeeeeee cess DUGG eee cee eees am OR 
Kolynos & Anacin zard Wick. . ee mee Sere. eee Vitalis Waly Tome ioe ean 345,715 274,265 46,208 ayece’ | ORRAREN 60,166 
01,990 -_ Banepa Rrsespazscasernsesiee ome, <2 IP. tes ag ta RR Vitalis, Hum, tiny Srictel- tyes Products. 426,225 526.208 i epeheaieperes a ae 
28 as Nest Cream Hair Remover’. -..........-. Pt cr rrr 1 $4389: Brat: Myer "uni Pac omit i rr ree oe eae 
93,923 Petro-Syitium & agit :  3b050 an. 2c-o"" i. a 37,160 | %. Py ——. i oot nee ree. Sevases conmays | Vie 
4 Petro-Syiiom Laxative 0) 22200 17280... Me Kool Cigarettes Pamtolevome==s" eis Bi 285,338. 
State a Bicecscom | Bi Bima ey , ’ neers seeteee  senneee settee 
8,918 Whitehall wy error cee 11,659 Ot tata ca | i a MR ot Raleig ill lala haat 54.600 wee oc sass wesigip 
59,792 rmacal Co., Dr + 7,239 . F bi oh Cigarettes—Pre ++ “ 320,496 : . 
56,409 ops ee Foods... ug Products... . 18,598 855 "3,384 333 POREAYS. “ait enor Viceroy Cigarettes mium Offer 899,910 heli ec eseee 54,600 899,910 pie san 
41,300 A eet eee be ee 0 ot eens a ae. eee 
19, can © tees... ..........00cc0 ’ Tae | mpm amo ae 217,596 a ie go99i0 || 
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5,719 maa oe 6 S-inéne 68.00... 2 68.125 of tes mein wage Spnwe® «) (aap Sens Del Monte pn wy EPR oecccece igs Segre aces iubess RAeret se 34,458 a 
9 6 Wizard Wick Room Deederizer... _ 12,947 i Bcrtesseted eh We Del Mente Food Fruits & Raisins "8'500 186.725 csc eabad? Noten 
+ Fe ’ ' rivehes shee ee renee eee ** ’ 
1a vw A _— Remedy 19,343 . is $35 ove yen occeese 8. oe Soup ? . ebsceuseenedcncve 4 160092 28.425 
3,535 ee ae, Madebas re’ 7"s*° ss" ee: reer) eee Campbell Soups & Pork’ & Bice ssésss 9,067'507 3,307,684 
0360 eae Stans Setety Caner ila BB as "10,472 Campbell's  — Aemadebeeeeteeee oes 8 720 pe 
‘ arc os conceesny 1, Pate , mpbell’s Ti peak en bGenendes pense 4,720 24,720 
Ever-Ready Shaving Brush eeeece sis ae + 041.866 ....... 435,408 re ae Se Sr ce aoe 4,547,634 Pit 
5,092 Gem Push-Pak 9,382 928 435,408 Franco-American Beef Grany oe 0 0c os. + ee 34 
, ush-Pak Fe Se ae vaneo-Ameri Pedsukoeen sates , , 
4 Gem Push-Pak & Razor - se se 9,382 v8 Gocttail-Veaetable Juice sesesereeece MME om 
" bs azors & B eee eter e eee enee x ee -500)|* ee ‘omat Reid. 4 RR ie om 
1391 Silver, Star he Blades ieee eee e enon: 275270 273270 eee Snes 83. Cannon @ CatGUp ws eee eeseeessees 239,989 239,989 
0,431 Star indey oe ceeeesceesceseessness 7agss2 107520220. ane Cannon Hosiery-—Women «-..-2..2...... 
72 Mamie ob On OL... ........ c0sccccce 191,506 MN. cen ase EE: +: cerexee © . derail a a Re etree 
572 ae Aeetien Tetmtess @ Tiled 6... 91876 Re enysaee tenets ~~ Eee 
5 658 oot Telephone System & Telegraph Co..... 3.827.711 9,876 Pah eee ee eee eS oe ee ee ee 
HTelephone System Classiied) Telephone 382770 2749154 253.001... BE SO. | Gammation e.. All Produc Seccssaseecs m1 
' MEO SE | “texesee 845,556 ...... Carnation Evaporated ucts . 
405 ric Telephone Eq yor 239,963 . 845,556 : Carnatio d Milk .. 
400° 10. American T uipment. . . 3 ae ae ae rnation Malted Milk 
511 , Amerizan Tobacco 8. -....20.00.002. ae06 s72 Galo 687001 Pristies Deo Bea eee ‘scan 6 ‘Seba 10.755 
’ d ot . $9 reece evens evens | 88m Se ap Y oi { 
‘74 a pete Cialis . a OSC: sheen!) Seana” ~ padre 89.” Champion ae. sodas See | ne 209,625 932919 ....... 
’ ; Cigarettes . ‘ . 5,656,58! y pans 4,318,658 271,260 ampion Sp — F |. Sasa mm 
$990 acc cusccsicesves 11660. 5 2,276,687 . 271,260 | 58. Cheseb —-  ... eee | eee 054 °° a. “oa 
705 MSE Os... sc... ces, cog ee iscsi 228,300 Vaseline, rea Mandlactrig uporesesenes 1.376034 953,855 seccey | ee 
P| Dial Soe tem... 1... 3,365,765 6,555 862 290 23,380 Vaseline Cream Hair Raaceresreeress Ni pi = gal 448.976 — ae 
rt ae Canned Meats ........... Fa 229 883 —- 299,850 : 880 be Hair Tonic . deh ee. nia oee'aee MABE eevee ces eeee ‘ 283.954 ee 
Armour hamlestes” Promotion = 17520 AZ 308 py Ay! iebcasnemgases*>> ++ Ys'se0 © 135.586 eters teeses A 93,165 
a... rly aul , Vv ream, E: , ‘ iieeee nueeeey  taeees trent, 
Armour out": “ -_ 37,500 515,075 my Ay -y ocaead oosremneaane 747.989 SE aa ee ae 
a7 tu. ............... , BU R00 eeeeeee ete aa Chrysler C tee ol Sepa earner 
han Gani .................... 5 k oecceee "17.434 Chrysler industrial nd Notice .......... 6,456,193 4.661.678 pi viet NS A A 747,940 
1. eee .750 73,750 a7 Oilite Finished Os Socainwne 3,083 1002, 514,324 381 86s pais. a * wet aad 
Miss Wisconsin fing sess - jee ae 187,466 ee a: sees EET i. ee tt noone 
Treet Canned Meat =-..0.0.0.ccecccs 17.264 — ere Chrysler Airtemp Heating & Hestine—iome 245850 28.550 seetnes tenses seegene [aes ro 
Dash Dog Food sateen rerewses ‘175 71,925 f Chrysler Airt ay Rt cate APRA net D Vihar teeeeee Dano a! coe 
his Calllen See ROS ebepnheeeees 3, 292,803 269 Fa} . = oiniustral eg Air Conditioners 350 6.350 veonagr echeaee wpe is: 
Chiffon 4 fm ans : poorer 55,076 55. B90 ceeeeee ceeeees | 28688 Sake Corporation—General * eereke han a Gee eee ee ee 
pg ee Pee 841,451 wae 22,633 } my Cars.. .. 585,620 ee 
~ a Se wm . seseveesens 23.115 See se enees 291 921 an & he one hasten 418.553 380.680 C0 | 
ts- Armour SUM ew iaigeetctiettsees: 18,250 se ae * is aaa 1,921 Dodge i. 4 eee 797,665 —S 35,873 — nee oe é ean 
71 Armour Velvetgreen “ir og cee Dodge Trucks ee ace saye 1 598.326 BQ BTS eee seeeeee seesees 
mour Vertagreen P' eS . = Astonia nena ymouth EHS nore eect eeeeeccees 299, 957.635 Ra ae sebhanjen osacees Se ae 
7 gtk Food. 20000000) one ft Bee ent ae 04, ‘Clue, Peatody A. eres lees 428 $00 134.560 207,630 we58 
we Armstrong Co ustrial Adhesive .......... 1,758,415 1,249,377 53,400 sees VO Geos Arrow Shir s & Accessories ............. 1'670.895  1-000.090 187851 40,738 apres a cneonae 
gM Aimstron’s © zo Gs Prete... ~ fe. Bo | 5.658 Airow Shits & Tie 00 Sree tee uss 200 
os Cc a i. « Giamatti ’ portshirts—M a pe es So ee 48 720 
Armstrong’ vnee 110,940 tigaaa ee 88688 Arrow Ti tas eenye'e BS 20S 255.205 one eee eee trees 
of Armstrong's Flory ane sina seeee is oS 123/640 nsede 455,638 Arrow eiasensraassress snes: et a aon Sreteee  teeeeee  teneee  teeee 
Ss. rmstrong’s Insul BD ées : winaues juett, Peabod Be eo . . RGR sess el eit <ooeens 
1Z ya hy — 796.000 156 oop oun $ Shirts, Colters Neckwear, Sportswear. 86,190 91.2500 ....--. pened hate fAee-%, owen 
ing’s tinction & Asshett 7 . orized Collars. ............5-- ’ ; -- sn SSeS 
1- gf aoe: oe © Data Vis..... 352,800 320.400 * ss a66 Sanforized Fabric Finish—Men Pr csvens - sothaee GEE 
A Association of mete | ie 13°714 371,800 Bez: a a: Process for W ny pad ata ae aA ° seis | piliaaslineine Cau 
Amarone Railroads—Freight ailroads...... 1,477,711 a, -SPNSe ERENCE ' . Coca-Cola loolens.......... 81900 sis OT deh 7 
am merican Se te cececceceses 134'05 424,350 igs oo Seeee 5. "ere . me: <erees 62.212 bolita Pe 
An dy — ue —" & Freight. . 13as'ene By} pete eekeeh,. ., T2hE=*s Fy eg Saearemsetrer+ss exisnss 4 - ues ea: 
i lo wee eseceseee ‘ . 0 eee en 
y ope a i a ee See gE we a ee we 
—- —-,- So ogee ’ , , : . Serres Te ere tick .. 
d Crosley Eitric Range senses a g.010 44,900 54,8300... aso7ig | — Sashmere a Ga: ee 
y Ma BY Ceabpeponanents * MID eeeeeee evens  veetees renee mere B - 
, “~— Radios, Television Saetresesens 195,683 RAS evades REUESS* py Byner SS eee False Teeth } -™ se ecceeseesrese 
e oak — “a8 $, D 143,083 52.800 ror ytekake .. Meperet wer Dental Groans r 
Ss sader Wlestric thet: steeeeeees ; diseene ceperes” | pseer con Ny onli TARE, kao eaanenes y 51.978 
w Crosley _Shelvader oo See, -- ie ee | ye * cas SO Colgate Dental _Lream, Palmolive Soap.:<: 65.088 742'528 
L ng Ay —y . Se - Se 83.047 48,600 44.500... 259,735 Colgate Shave ‘cream,’ Brush + 
BD sccses ‘ a Malphilte 595 54.600 ceesces 86,000 er R 3 Shave Crea rushless & Rapid ee a. ae 
B eerrce 131950 ~«....... ~—-131,950 16,995 seeeeee ete, cae Cre cccccececneerrenressss | ABMS 
42. Babbit Si eee, Peart) eager Halo Ie Tooth Gizessesswerssepsiess-e¢ = 
cele MA sn: em aaa ok. Male SROmO0 sc cross Ses. See a 
; Rab-0 Scourina Power... iss) CO pee dem og i ane een 729673 465,403. sig nna AOE «see 
: oatilim Liguid, For Dishes... 0.2.02... 1.354.241 $00 peg ta eam... 1.187896 ill 206,460 S7BIO oe 
5 | Glock Ores Co. ine. ............, 5.000 re Creme Shampoo & Colgate Dental Lf. eee ee 28. 7 wheum 
Amm-I-Dent Tooth Pas Pca Lend 1 pet 35.138 P OO actos olgate Dental , 389.238 peeing 39 6° at + Rte 
Amm-I-Dent Tooth a oy vrrsessesseres LORS Geo a i Gen’ 6 titeithes Seen. aa aie an iets 
1 fom)-Oost Tooth Powd & Powder ...... 20'3 7 224,80 Horm Soap—Contest De MR ck. ak ne 
a prepare teeeeey aS ‘aga $34 te Se-ctane cccersesesess) | goROR it 
te opal 293,319 293.319 ee Meee ces Glas tee’: oat cane eas 262.4637; 
a - = Palmolive Toilet Soap cssessnsrs= SS ae i. ae ie 
Ve ai... 808.785 ee eee oe PPS etkee 77o ee 
Veto Deodorant nites | OOS ee za 
e-Palmolive-Peet—Contest ......... S88. Sidéae ate 64,145 panels s oc 
* tae eo 164.100 
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50 
Rank Parent Company and 
Products Advertised Total 
645 
Fa 17,800 
444 
Vel Suds 255,150 
74. Corn Products Refining Co............. 1,571,618 
Corn Products Dextrose ................ 54,3 
ERD Bein sac kwkk 66s sencecek 469,595 
SI a RR lar 85,274 
a 6 ee. oo a 275 
a NS ER ea 272,124 
68. Cudahy Packing Co., The.............. 1,625,938 
Cudahy’s Canned Meats ................ 12,252 
Pv ccoccecvcriesseces 557,052 
ES Oe 924,419 
Old Dutch Cleanser—Contest ............ 132,215 
D 
48. Distillers Corp.—Seagrams, Ltd......... 5,574,237 
Gallagher & Burton, Books.............. 168 
EE iss sax ias des ove Kien 561,398 
Heed Spray Deodorant ................. 31,908 
EY Lie ae an csre es 66 ons ope oes 6,570 
Ting Medicated Cream ................ 56,7! 
Calvert Reserve Whiskey ................ 691,476 
Captain Morgan Jamaica Rum............ 11 
Four Roses Blended Whiskey............ 882,674 
eG Se 28,468 
be RE 625,045 
J. Seagram Post—Contest ............ 1,400 
tore Calvert Blended Whiskey............ 619,990 
Paui Jones Blended Whiskey............ 271,280 
Seagram's Ancient Bottle Gin .......... 347 
Seagram's 7 Crown Whiskey.............. 745,711 
Seagram's V. 0. Canadian Whiskey ........ 545,510 
White Horse Scotch Whiskey ............ 189, 
Frankfort Distillers Corp. Public 
i eee wows oe dva ves 16,100 
01. Doubleday & Co., Inc. ............... 1,351,979 
Book League of ene alae galt 219, 
EE EE on ccoscccceceveve 129,470 
Doubleday & Co., Books................ 326,182 
Doubleday One Dollar Book Club......... 261,530 
Family Reading Club .................. 74,550 
Literary Guild of America........ ...... 339,825 
Doubleday Book Shops ................. 572 
47. Du Pont de Nemours, E. |.. & Co., Inc 2,230,717 
cia y sks ekecesetdehes 3,250 
i MD etc ccctrscseces 192,000 
ek one cones cee nes pes 30,000 
Du Pont Cordura Rayon ................ 24,170 
Du Pont de Nemours, E. |., & Co., Inc 
ET cwsen sesevasexe 60008 216 
Du Pont de Nemours, E. |., & Co., 
EL chasdvdedencscénees 710.820 
Du Pont Fabrilite Plastic .............. 30,512 
ES Pecos vc ccccctcenoads 502,111 
kane IE das on is 6» wae’ 20,480 
Zelan Water Repellent Finishes .......... 32,200 
EE WED cccccesveccscesone 1,000 
i EG Ee. dese sscesccesesee 48.936 
Remington Ammunition ... ............ 54,799 
Remington Rifles & Ammunition ........ 75,720 
Duco Cement .. oa 12,862 
. Pont Color Conditionina—Industrial. . .. 13,173 
. Household Use........ 1,620 
Du Pont ‘‘Arasan’’ Seed Disinfectant...... 750 
Du Pont ‘‘Ceresan’’ Seed Disinfectant & 
alae Ban 4 ke BMS 6 os 20-4 6.0.5.0 38,300 
Du Pont Cooling System Chemicals ....... 30.475 
Du Pont Fermate Fungicide ............ 9,030 
Du Pont Floral Dust....... 4.555 
Du Pont Garden Dust....... ams 5.700 
Du Pont Marlate & Dairy Cattle ‘Spray. ick 13.000 
Du Pont Marlate Insecticide............. 8,926 
Du Pont No. 7 Car Products ............ 127,760 
Du Pont Parzate Funaicide .... 926 
Du Pont Screwworm Smear 22..... 2,776 
Du Pont Seed Disinfectants ...... 2 265 
Du Pont Weed Killers ................ 7.700 
Zerone Anti-Freeze ......... 58 255 
Zerone-Zerex Anti-Freeze .............. 166,430 
E 
66. Eastman Kodak Co. ..... 1.924. yoo} 
Distillation Products. Inc... 20.4 
ia tih 06x § 600000 74. pits 
Tenite Gun Parts ..... <a 2. 
Eastman Kotak Cameras 303,726 
Eastman Kodo’ Comeras & Film... 213.185 
Eastman Kodak Enlarger...... 4,180 
Eastman Kodak Film ... are 810.790 
Eastman Kotak Functinns! Shatnnranhy | 126.109 
Eastman Kodak Home Movie Fouinment. .. 310.658 
Eastman Kodak Kodagravh Poner........ 19.254 
Eastman Kodak Photonranh'c Eouinment.. . 6.530 
Eastman Kodak Projectors .............. 9.975 
Eastman -Kodactide Tahte Viewer |. .... 12,495 
Eastman Kodaslide Table Viewer & 
EY tice ccsccenvtacaees 8.360 
7G. Electric Auto-Lite Co. ............... 1,570,324 
Auto-Lite Maintenance Manual .......... 400 
| | See 351,893 
Auto-Lite Storage Batteries ............ 192.470 
Electric Auto-Lite Co., All Produrts...... 814,365 
Electric Auto-Lite Co.. Spark Plugs. 
Batteries, Auto Accessories .......... 103,781 
Prest-O-Lite Hi-Level Batteries .......... 107,415 
76. Eversharp, Inc. 1,560,316 
Evercharp Pens & Pencils .............. $70,021 
Eversharo Razors, Razor Blades, 
rae 365,533 
Eversharp-Schick—Contest .......... 882 
Eversharp-Schick Injector Razor .. ; 283.240 
i ctss cele theses sseu¥v'es 40,640 
F 
6BO. Firestove Tire & Rubber Co. 2,108,535 
Firestone Contro Elastic Yarn ..... 40,290 
Firestone Foamex ............ 116.424 
EE cccavencsetoces 287,970 
ME n.0 6 4:9 9'0.9.9.6:0.5.66'0 61,235 
Firestone Aerator Faucet Attachment—Home 7,787 
Firestone Ground Grip Tires ............ 199,375 
Firestone Tires—Car & Truck .. 459,004 
Firestone Tires & Tubes ...... 936.540 
17. Ford Motor Co. 6,001,168 
Ford Reconditioned Engines ............ 16,100 
Anglia Passenger Cars ..... 61,730 
Ford Car Safety Contest 175,247 
Ford Charcoal Briquets .... 1,120 
Ford Dealer Service .......... 555,774 
Ford Motor Co.—General Promotioy. 71,8 
Ford Passenger Cars ......... 2,635,255 
ET WEE wancnecces 632,860 
Genuine Ford Parts & Ac-sscor'es 81,975 
Lincoln-Mercury Dealers .. me 167,160 
Lincoln Passenger Cars .... ‘ 417,980 
Mercury Passenger Cars .... VErerie = | 
G 
12. General Electric Co. 7,644,955 
ar? Cemented Carbide ............. 9,825 
E. Adjustahle-Speed Drives . 3,700 
. E. Arc Welding Program ... 1,675 
i, i CED owe scaecess 11,340 
G. -E. Electronics Program .. 1.675 
G. E. Fluorescent Ballast .. 16,280 
G. E. Industr‘a! Heaters .... 1,100 
G. E. Industr’al X-Ray Units ... 3,150 
G. E. Locomotives ........... 820 
G. E. Plastics ..... 14.980 
SN ns «0's FL TG 0% do nv'e ss occ 15.750 
MD GOED occ ccccccceccece 5,750 
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Magazine 
Sections —-Radle 
mn ts 
vite 
SBR aa 
es foe 
ee Ls: 
ND on ge 
me ( eeesie 
—. 
167,700 490,257 
RRS ole 
52,800 490,257 
RB ce cy 
522.250 217.924 
85,750 |... 
ee oe 
60.050 217,924 
a 
oe fom 
ee”: Cee 
oe. 70,820 
cigewe 710,820 
118,800 814,365 
et eeeeter 
SD rth ogee 
cate 814,365 
67.957 1.129.699 
42.325 764’ 
ie 365,533 
re. 
eeu S5ret? 
uke 791 700 
Cea 1,251,459 
Ati 451534 
OIL pais 
346,989 1,624,324 


oon Products Advertised 
G. E. Turret Lampholders .............. 
Sy et Is 
Cie Oe ED Ch es Wit cords 0 0 tv Cade 
G. E Ex DE capetseseseae cede 
General Electric Co.— 

Public Policy Committee.............. 
G. E. Adventure Series ................ 
G. E. Air Conditioning—industrial ....... 
G. E. Capacitors—Industr'a! ............ 
EERE Ralag.c ei ws'sevdaews 
ee ee rs osc wl ghee gine 
i EE | ons ctbsbevade ees 
G. E. Floor Wiring System—Industrial ... 
G. E. Grill & Waffle Iron.............. 
G. E. Heating Equipment—Home...... .. 
Uy > - ~jaeeienaseegeeses 
i ET tu acco <> Weldbnw’ oceeccdt 
SD dS 6:0 «6c wWikhtethy-s o cinadis 
hy a nas cadenedes céiesecckis 
G. E. Radio-Phonographs ............. 
Fy papi Sag 
G. E. Radios & Radio-Phonographs ...... 
Sp iidicls od buunascbvee éecesse 
PO LEE 
G. E. Refrigerators & Freezers ......... 
G. E. Television Combinations .......... 
G. E. Television, Radios & 

Radio-Phonographs ................. 
Dy ie TE dc cccovecteneveee 
a ade scea nok eu sea<a 
G. E. Triple Whip Mixer 
G. E. Vacuum Cleaner .... 

A Ns ing Keri Si ce bo 6's 40 
G. E. Watch Dog Starters—industrial.... 
G. E. Water Coolers—Industrial P 
G. E. Water Heater—Home ............ 


General Electric Co.—General Promot'on. . 
General Electric Co., Household Appliances. 
Hotpoint Automatic Washers ........... 
Hotpoint Electric Dishwasher . . 
Hotpoint Electric Disposal Unit 
Hotpoint Electric Range ......... 
Hotpoint Electric Refrigerators 


Hotpoint Electric Water Heaters—Home. .. 
Hotpoint Major Appliances 
EE Es cnc udiieboecessccce 
Telechron Electric Clocks 

E. Farm Tools & Equipment ...... ‘ 
G. E. Sealed Beam Headlamps 


3. General Foods Corp. 
Baker's Chocolate 
Baker's Chocolate & Ch'ps 
Baker's Chocolate & Cocoa 
Baker's Chocolate & Dot Chocolate 
Baker's Chocolate Products .............. 
Baker's Cocoa & Chocolate Chips ......... 
Baker's Coconut 
Baker's Dot Chocolate 
Baker's 4 in 1 Instant Cocoa 
Birds Eye Fish & Vegetables............. 
Birds Eye Frosted Foods 
Birds Eye Frozen Fish 
Birds Eye Frozen Fruit Juice 
Birds Eye Frozen Fruits 
Birds Eye Frozen Vegetables 
Birds Eye Frying Chicken ............... 
Calumet Baking Powder 
Calumet & Swansdown 
Certo 
Diamond Crystal Ta‘le Salt 
Instant Swansdown, Jell-O 
Jell-O Gelatin Dessert .................. 
Jell-O, Jell-O Rice Pudding, Certo 
Jell-O Products 
Jell-O Puddings 
es oe ce cebeeeenees 
Maxwell House Coffee 
Maxwell House & Instant Coffee 
EE EN eteidutareeccesiee 
Minute Rice 
Se ree 
Post-Tens & Bran Flakes 
Post-Tens & Grape-Nuts Cereal 
Post-Tens & Grape-Nuts Flakes 
Post-Tens & Post Toasties 
Post Toasties Corn Flakes 
Post's Bran Flakes 
Post's Bran Flakes, Insiait Postum 
Post's Cereals 
Post's Corn Toasties & Raisin Bran 
Post's Grape-Nuts Cereal 
Post's Grape-Nuts Wheat Meal 
Postum Coffee Substitute 
Ridgeways, H.M.B. Tea 
Sanka Coffee 
Sanka Coffee & Instant Sanka 
Snider’s Catsup 
Snider's Catsup & Chili Sauce .. 
Snider's Catsup, Cockta‘!l or Chili Sauce. 
Snider's Chili Sauce 
Sure-Jell Pectin 
Swans Down Cake Flour 
Swans Down Cake Mix & Log Cabin Syrup. . 
Swans Down Instant — Mix 
Swansdown & Minute 
Swansdown, Jell-O & Gell O Pudding...... 
Yuban Coffee 
Gaines Dog Meal ... 
Gaines Dog Meal—Contest 
General Foods Corp.—Public Policy Committee 
Ridgeways H.M.B. Tea 
La France Bluing Flakes ................ 
La France & Satina 
Satina Starch 


6. General Mills, Inc. 
General Mills ey Machines 
Betty Crocker Cake Mix 
Betty Crocker Cake Mix & Crustquick..... 
Betty Crocker Cake Mix & Pyequick....... 
Betty Crocker Cake Mix & Wheaties....... 
Betty Crocker Soup 
Betty Crocker Soup & RBisquick........... 
Betty Crocker Soup & Cake Mix.......... 
Betty Crocker Soup & Cheerios........... 
Bisquick 
Bisquick & Betty Crocker Cake Mix........ 
Bisquick & Crustquick 
Bisquick & Kix Cereal! 
Bisquick & Softasilk Cake Flour .......... 
Bisquick & Wheaties 
Cheerios & Betty Crocker Cake Mix....... 
Cheerios & Bisquick 
Cheerios Cereal 


Cheerios, Kix & Preauick 
Cheerios & Pyequick 
Crustquick & Betty Crocker Soup......... 
Crustquick & Cheerios 
Crustquick Mix 
Crustquick & Wheaties 
General Mills Cereals 
General Mills Flour & Cereals............ 
General Mills Food Products 
General Mills Ginger Cake M’x. Sov. 

Gold Medal Kitchen Tested Flour, Pyequick 
General Mills, Inc. 
General Mills Cereals, Flour & Cake Mxes.. 
Gold Medal Flour 
Kix Cereal 
Pyequick Packaged Pies 
Pyequick & Wheaties ............. 
Softasilk & Betty Crocker Soup 
Softasilk Cake Flour 
SY COUR aes cccveslcccece ete 
Sperry Pancake & Waffle Flour. Wheaties 
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Advertising Age, March 27, 1959 


Farm Magazine k 
Magazines § — Sections Radio Television 
ere 21,000 ip Want 
Sn. ‘sateelw ~~ tevwens 
SE? «po heshee) WV nieaha ss — 
29.250 132-300 ive - nn 
‘ ae |) stented 1 
Re ge i a — 
SES batiece is Whesans . 
Pt <scstans «o> eid a 
eee A 
MEY Cacvsigh a Dimmas dads a 
I a ar td 
ee ncdeeetiasadee 
nn, Ctseaee't yecened 
Or a see 
presses 116,449 627,342 177,350 
Jessid  ~ Soakeoe 977,1 oconewy 
Dy eadedes aatheie 
i \cesvaie. . Leben 
ee esecte «(lceresetec. — ool 
SUeMIA AD eaeraas + cemnet 4,238 
viheuhe’  6%50ede 19,814 ee 
Sy  ee¢ider <pakeneses » «odanl 
EE.  avesees 00 ¢a-tdedcn.-) eee 
1,145,338 833,535 7, 456, 943 365,696 
> ehdeees | Seciehe -> Sel 
0 OS oe ee a 
SE ) “ediwees !  SaNeees” .* eee 
~ artters  aicoses 
ee eee 
ey * thecenc. levwadds women 
WS erncaes, _ seevees ¢ ‘puQieee 
OS  —g ee 
shakers” seeeses 834,080 
Ne geese crviues © See cue 
Sakekte!  4eneees 110, “os 
Ce © Wveawes 1,428,403 51,480 
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Grocers Trade 
Code to Focus on 
Ad Allowances 


WaSHINGTON—Advertising al- 
lowances are likely to become the 
chief bone of contention when 
members of the grocery industry 
sit down with the Federal Trade 
Commission next month to write 
a trade practice code covering food 
merchandising practices. 

U. S. Wholesale Grocers Asso- 
ciation is demanding that the in- 
dustry agree on a rule outlawing 
advertising allowances. Another 
industry group, the National Asso- 
ciation of Retail Grocers, is pro- 
posing that an elaborate system of 
“proportionalized payments” be 
set up to compensate grocers for 
promotion services rendered to 
manufacturers. 

The meeting April 11-12 is the 
third since Feb. 3, when industry 
members began working out a 
series of proposed rules. Repre- 
sentatives of 13 national associa- 
tions representing all levels of 
trade are participating in the effort 


s Representativey of the U. S. 
Wholesale Grocers Association are 
armed with a resolution adopted 
at the association’s convention in 
Cincinnati two weeks ago calling 
for the elimination of advertising 
allowances. 

Association officials say the res- 
olution would not interfere with 
cooperative advertising campaigns 
or other forms of advertising where 
money is actually spent for media 
services. 

The complaint, they say, is 
against “concessions” to retailers 
—particularly chains—for display 
space and for other intangible 
services. 


s According to the association, 
these “concessions” are often noth- 
ing more than a disguised way of 
“chiseling” something from a 
manufacturer for a service which 
must be rendered anyway. 

National Association of Retail 
Grocers takes a different approach. 
It is proposing that manufacturers 
be required to provide all stores 
with a written statement listing 
advertising and promotional allow- 
ances and facilities that are avail- 
able. 

The retailers say manufacturers 
should be willing to operate a 
system of “alternate” or ‘“sub- 
stitute” services which will enable 
every customer to share in these 
allowances on the basis of his 
purchases. 

The ban on advertising allow- 
ances, if adopted, would have to 
be a voluntary rule, the U. S. 
Wholesale Grocers Association 
concedes. But even if it is volun- 
tary, officials say, “it stands as 
an expression of industry policy 
which will enable manufacturers 
to resist the demands of the chains 
and other big buyers.” 


Chicago Printers 
Protest Increases 
in 2nd Class Rates 


Cuicaco—The printing industry 
formally stepped into the postal 
rate controversy last week when 
the Franklin Association of Chi- 
cago presented a brief to Sen. Paul 
Douglas (D., Ill.) opposing the sug- 
gested increases. 

The Franklin Association state- 
ment was presented “on behalf of 
its 200 printing employer members, 
and labor leaders representing 
14,000 artisans employed in these 
shops.” It said that one-sixth of 
the nation’s commercial printing 
is produced in Chicago, and that 


seriously affect jobs and profits 
in the industry. 
The brief concerned itself pri- 


one Se ee rwouat Sane GREEN BAY, wisc. is an IDEAL test market 


Chicago has been the periodical 
publishing center of the U. S. since 
the early 1920s, and that the in- 
crease would hit this segment of 
the industry seriously. 
Employment records show a 
12.9% decline in employment 
among seven graphic arts unions 
in the Chicago area since 1948, 
the brief said, and the proposed 
postal rate increases would make 
the situation worse. 


AND THE GREEN BAY 


PRESS GAZETTE 
CAN CARRY YOUR TEST 
ADVERTISING MESSAGE 
INTO OVER 999% OF THE 

CITY ZONE HOMES 


C&W Appoints John Sheehan 
John R. Sheehan, formerly dir- ALL OUT NEWSPAPER HELPS INCLUDE A CONTINUING 
ector of radio and television for SALES CHECK THROUGH LOCAL RETAIL FOOD STORES 


Buchanan & Co., has joined Cun- 


ningham & Walsh, New York, as cts 
associate director of radio and tele- ae FA L 
vision. Ransom P. Dunnell, Robert La ENERA MENT 
E. Eastright and Kenneth T. Vin- eS rE pARTME 


cent continue as associate direc- 
tors on Liggett & Myers shows at 
Cunningham & Walsh. 


“Why, of course...I use them myself” 


Strange, isn’t it? A fellow uses the ‘yellow pages’ of his 
telephone directory day after day to find where to buy other 
people’s products. Then, suddenly, he realizes his products 
should be listed there, too! 

And no wonder. Nine out of ten shoppers use the ‘yellow 
pages’ as a buying guide. Your trade-mark or brand name 
over the names and addresses of your dealers in the ‘yellow 
pages’ tells prospects WHERE to buy your products. This 
is called Trade Mark Service. 


Trade Mark Service checks substitution ... means more 
sales for your dealers. 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE 
OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA. 
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Parent Company and 
Products Advertised 
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Wheatses, petty Crocker Soups, Cheerios 
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2. General Movors Corp. 
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rrogeaaire Crecurse mer yeraors ......... 
Frogidaure cece Waser meacer—Home... 
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trgwaire Major Appuawes ............ 
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1y50 Competition 
i WUE wnbind éddnhesnespbadesrere 
General Motors Corp.—veneral Promotion. . 
General Motors Gory. nauw rrogram ..... 
Guide Compination spusamp & 

GuRsidn TATE ccc ccccccecccsccccess 
Guide Glare-Proof m.rror .. 6.6.6 ec eee ee 
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United Mowors dervice ....... 6.655000 ee 


1. Guliette Safety Razor Co. 
HOHE DIAGES 26. eee eee ee ene 
Gsstecte mazor Set 2... cece ew eee 
Gillette MaZOrs & Didses ©... 6 eee eee 
iliene Kacors, Biaues, & Shaving Soap... . 
GiieWe SNave ream, Masors & wiaues .... 
Om Creme SHAMPOO ... 6.66 cece eee enee 
Toni Greme Snampoo, Home Permanesc wave 
Toni Home Permanent Wave, Creme Rinse 
fom Mome rerma.eut Wave, 


Greme Shampud & MminSe «2.6.6 ee eee eee 
Tomt Perimau@ut WAVE ©... 6c ccc eee e eee 600,487 
som Refit Kit & Curters ...... 66.6 cee 354,779 

67. Gold Seal Lo. 1,626,479 
Goid Seal Glass Wax ....... 6. cece eeee 962,444 
Gold Seal Giass Wax & Woou Cream ...... 644,035 

64. Goourich, wb. F., Co., The 1,949,011 
Goodrich wubver Footwear—men ......... 24,004 
Goodricn Huober Footwear—Women ....... 4u,0/5 
Hood kKuoper rootwear—Children . oa 10,100 
nood Ruoser Footwear—Men ............ 49,326 
mood nupper Footwear—Women ......... 21,672 
Maeer SWIM COPS 2... cc reccsecevsesees 6,800 
“p-F"’ Canvas snoes—Family ............ llu,vuz 
“PF MUNUING DOO ........ ee ee eeees 5,508 
B. F. Goodrich Co.—Geverai Prumown .. 32,204 
vw. F. Goodrich Mechanical Muwwer Products 24y,4/5 
Geon Polyvinyl Piastics . 2.6.6. eee eens 7,67: 
nycar Synthetic Huowers ............-6+ 45,625 
horoseal bapy Uare pookiet ............. 206 
EE GED csi Cesbcnvcovecceccess 333,170 
DEE (ehUibcensdcaeekeatncecearves .500 
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Hood Ruover or Aspnait file ............ 29,0 
Mitier or ow. F. Goodrich Gloves.......... 6,800 
B. F. Goodrich Go., fires, Tires & Uther 
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Gooarich Gatteries .......... ee seceeees 2,185 
Goodrich Seal-O-Matic Tubes—Car & truck 33,200 
Goodrich Twes—Uar & Truck............ 554,995 
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Goodrich Tractor fires ©... 66.666 eee eee $2,143 
Goodrich Truck Operacors Haaduook ...... 2,185 
Koroseal Garden Hose ...........-.0000- 45,825 
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Neolite Soles ....... as 205,284 
Airroam Cushioning .. 185,245 
Goodyear Aircraft Indusirial Engineering... 5,LuU 
Goodyear Industrial Ruover Produccs...... 20u,050 
Goodyear Tire & Rubber Co., Generai 

Promotion SPEARS? ARAAB EEA e Ss" 000e> . 
Goodyear Vinyl Film ........... 00 ccue “ 
Phouim Wrapping Paper .............5. 49,000 
Goodyear Bike Tires ........0 cece eeneee 5,300 
Kiear-Vu Food Covers ........ siennaiin 2,500 
Piionlm Food Packaging Film ........... 24,500 
Goodyear Aviation Equipment ........... 98,110 
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MEE Sno os ce SANSARES EADS CURE 46648 56,855 
Goodyear Tire & Rubber Co., Lastitutional. 450,/ 50 
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Goodyear Tractor Tires ...........00eeee 279,800 
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Kelly-Springtield Tires—Car & Truck...... 176,480 
Lifeguard Safety Tubes—Car & Truck...... 188,800 
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RRS er eerarre 23, 
EE «6.0 scbeadeseesssovescece 310,630 
TE 6s ic cc uPinee db es ecbudheees 96,710 
Ann Page Baked Beats ..............05 17,628 
ED UMNO. oso ssccceccocccccs 51, 
aa ns ch apbeenet sete ce 35,358 
Ann Page Macaroni Products ............ 6, 306 
Ann Page Peanut Butter ............... 7,000 
Ann Page Peanut Butter & Preserves...... 23,300 
Ann Page Preserves, Jams & Jellies ...... 22,438 
Ann Page Spaghetti ....... 0, 
Atlantic Commission Co. . eo 37,073 
Dexo Vegetable Shortening .............. 3,000 
Great Atlantic & Pacific Tea Co. of America 16,500 
Jane Parker Bakery Goods .. Jes 92,100 
dane Parker Potato Chips .. 11,500 
Marvel Bread ............. » 32,600 

87,000 
390,300 
1,230,906 
42,170 


330,330 
42,170 


152,545 


Parent Company and 

Rat Products Advertised Total 
fo a ee 11,550 
Gulf Oil Corp.—General Promotion ....... 888,036 
MT UE wswahiccdsccceoceces 4,350 
Gulfpride Motor Oil .............000055 284,800 

H 

67. Heinz, H. J., Co. 1,838,071 
|” SP re 115,990 
Heinz Baked Beans ..... ane 260,494 
Heinz Condiments ...... 16,890 
Heinz Cooked Macaroni 33,020 
 _\ £ ~PePPRPPrSCsSS 215,424 
ETD ce Senne tcp pi ness vsey 5,760 
TE 68 ai i cb ine 1,200 
ts Ses cn eb cccensccceceteas 596,458 
SE air 96,110 
PCS OPUEND vcd... . os cecc eves 4,550 
Heinz Tomato Ketchup ................. 261,144 
TT Das ob iac bs ctidsccccccee 119,605 
Heinz Worcestersh.re Sauce ............. 1,200 
Swerl PENCE bOdidscteeusco esas 110,226 
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43. International Cellucotton Products Co. 2,349,051 
Pe it Tack Jab ddeesexeoene 40,900 
Kleenex & Delsey Tissue ................ 
ne bela. outs ns uve ase 805,793 
Kotex Sanitary Napkins ................ 1,299,349 
Quest Deodorant Powaer ............... 2,5uu 
gk gE tes 998 

6s. Incernational Harvester vo. 1,975,848 
International Engines & Power Units ...... 92,456 
International Harvester Freecer .......... 145,640 
International Harvester Reirgeracors ...... 554,475 


International Harvester Da.ry Equ.pme.t .. 44,218 
International Harvester Movor trucks & 

_ § BER pe petaie 337,962 
Internationai Tractors—Farm ............ 3, 
International Trucks .................. 465,/20 
McCormick Farm Equipmest ............ 26,044 
_ . 1 SEPP peepee 4,419 

79. International Shoe Co. ............... 1,523,329 
Accent Shoes—Women ................. 9,6/5 
City Club Shoes—men.................. 87,035 
Dorothy Dodd Shoes—Women............ 413,315 
Friedman-Sheiby Work Shoes............. 22,350 
Grace Waiker Shoes—Women ............ 39,005 
International Shoe Co., Shoes............ 46,440 
John C. Roberts Shoes—Men............. 82,135 
Peters Diamond Brand Work Shoes........ 15,600 
Poil Parrot Shoes—Chiidren............. 207,747 
Poviy Debs Shoes—Misses............... 9,400 
Queen Quality Shoes—Women............ 48,501 
Rand Shoes—Men ....... 85,445 
Red Goose Shoes—Child 220,920 
Star Brand Work Shoes. 12,400 
Sundial Shoes—Children 16,700 
Sundial Shoes—Men.... 2,050 
Sundial Shoes—Women 2,450 
Trim Tred Shoes—Women. 49,950 
Velvet Step Shoes—Women 40,755 
Vitality Shoes—Children . . 40,300 
Vitality Shoes—Women ... os 150,731 
Weather Bird Shoes—Children. oe 213,615 
Winthrop Shoes—Men ....... 104,675 
Yanigans Shoes—Women .... 1, 

49. invernationai Silver Co. ..... 2,122,924 
1847 Rogers Brothers Silverplate. 522,60 
Holmes & Edward Silverplate ....... 590, 
International Sterling 1847 Rogers Bros. 

i... Vr 80,647 
International Sterling Silver.............. 667,910 
International Sterling Silver & Silverplate... 200,519 
Me cccrcccssccccesccss 60, 

88. Jergens, Andrew, Co.................. 

ST EE odes Cons wwaces «Pscee mari 77 
Ne 101,965 
| a tia a el eames 618,604 
Jergens Lotion tor Babies................ 106,945 
Jergens Lotion & Cream ................ 1,250 
Jergens Lotion-Mild Soap ............... 8,148 
Jergens Lotion & Shampoo .............. 28,253 
Jergens Lotion, Toilet Soaps & Perfumes, etc. 602,342 
WP GUID voce ccccccccceccccces 459,558 
Woodbury Dream Stuff................_- 36,830 
Woodbury Facial Soap ................. 418,830 
Woodbury Powder .................... 111/996 
2 


94. Johnson, S. C., & Son, inc idaes 
Johnson’s Glo Coat........ ae Hey 
Johnson's Glo-Coat & Cre: 22,900 
Jonhson’s Liquid Wax... . on 22,650 
Johnson's Paste Wax.... ee 76,645 
Johnson’s Wax & Allied Products. . 917,748 
Johnson’s Carnu Polish ................. 16,000 

K 

82. Kaiser-Frazer Corp. ................. 496,352 
PO IE on. bac ccccccecscue 1930, fi 
Kaiser-Frazer Automobiles, Supplies, 

Accessories & Servicing .............. 623,292 
Kaiser-Frazer Car Contest .............. 21,000 
Kaizer-Frazer Passenger Car ............. 103,194 
Kaiser Passenger Car .................. 518,465 

_ 'f | O85 2 2a RRR ee 2,074,442 
Kellogg All Bran Laxative............... 11,171 
Kellogg Co., All Products............... 43,491 
WT MU Os cc ccc ccccccccccces 7,982 
EE 6.05 obo hie 0 O00 0-000 1,019,846 
Kellogg's Cereals, Shredded Wheat & 

Corn SEE let Ge b.bs eke anes acces 128,712 
Kellogg's Corn Flakes .................. 14, 
SO OS OD ng cc wcccccaccs 306,854 
IE ee. oe Gab da 3, 
Kellogg’s Rice Krispies ................. 10,100 
Kellogg’s Shredded Wheat .............. 14.475 
Kellogg’s Variety Pack.................. 107,772 
ED ons oc icdcncceccicces 404,350 
Gro-Pup & Raisin Bran ................ 1, 
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Advertising Age, March 27, 1950 


Rank Parent Company and 
Products Advertised Total 
L 
46. Lambert Co., The 2,272,678 
Jewelite Combs, brushes & Dresser Sets... 92,123 
Jewelite Hair Brush ...........5 50 ee eee 30,265 
Listerine Antiseptic—Dental ............ 205, 
Listerine Antiseptic—Haiwr ............. 578,590 
Listerine Tooth Paste ........-..-+eeeee 281,180 
Listerine Tooth Paste, Jun.or duc .......- 46,725 
Pro-phy-lac-tec Comos .......-..--00e: 252 
Pro-phy-lac-tec Toothbrushes ............ 20,930 
Pro-phy-lac-tic Whistle bru.n .......... 27,962 
Sportsman Shaving Lotion .............. 7,240 
Sportsman Shaving Preparations ......... 12,103 
65. Lamont, Corliss & Co. ,694 
“Tt 2. Sarre oe 453,119 
— tt  @=yprr re? 36,890 
Pond’s Face Treatmen ......... 765,040 
Pond’s Tissues ..........+- 500 
Nestle’s Chocolace Mor-e.s 176,485 
Nestie’s Instant Cocoa ... 6,0lU 
ete TD cocctageiedsrervevocecce 2,950 
87. Lehn & Fink Progucts Corp. 1,406,137 
Consumers’ Special Beauty Preparations. . 1,479 
Dorothy Gray Creams & Lotions........... 147,834 
Dorothy Gray “Lights Up’’ & Lips’ os 23,675 
Dorothy Gray Linstick........... ae 21,335 
Dorothy Gray Toiletries. as 26,220 
tuquet Deovorant Cream 117,030 
Hinds Honey & Almond Cream +525 
inet SE webd wi0s cokes daccese 224,350 
Peb-Ammo Tooth Paste ............00005 5,000 
Tussy Cream Deodorant...............+. 58,145 
Tussy Cream Shampoo...............++- 13,760 
Qt ED cordskcesicctesisosncess 66,184 
Vussy Lipstick & Perfume..............- 17,888 
FRR BEE deccccecevestcvccvecsoces 19,603 
_ < | eee See seer 7,528 
Lysoi—Household Use ..........00e000e 413,581 
4. Lever Brothers Co. 13,318,768 
Harriet Hubbard Ayer Creams............ 13,550 
Harriet Hubbard Ayer Persume........... 44,600 
Lever Brothers Co.—Contest............. 24,500 
SS (Apcogdoeevanvatessackes 987,038 
Sit SEE Badkd de colwes¥ ees ccvetucewe 1,008,050 
Cats Ge Oe FREER, 6.0 cc cnccenscdecceses 1,348,679 
Pepsodent Tooth Paste............500055 1,706,861 
Pepsodent Tooth Powder...............+. 190,342 
Rayve Creme Shampoo...............+++ 201,738 
Rayve Home Permanent ..............05> 1,446,591 
CT heen adkokeGhevtrhenkstes ee 667,251 
Swan Soap—Personal Use..............+ 151,633 
Jeike’s Good Luck Margarine............. 25,350 
SED Wis o8bba8 co.00 06 5 0k.ee eee 620,110 
SEE siuwodekdaged S06 )09 640s 00s 147, ‘675 
Lipton Tea—Contest ............s00eee 
Lipton Tea & Noodle Soup Mix........... 65,240 
Lipton Tea & Soup Mixes............005. 657,959 
Spry Vegetable Shortening............... 1,618,488 
Spry Vegetable Shortening—Contest....... 23,765 
TT. 0 dacetbaha oo es 066006669 11,600 
Lever Brothers—All Products ............ 96,810 
Lever Brothers Co.—General Promotion. . 7,340 
Lever Brothers- Westinghouse, Premium. . 42,810 
Se OED DEED oo ceedesoderccoseceenss 688,727 
i CEE onc kd cv-ccssecceveses 1,491,473 
39. Libby, McNeill & Libb: 2,526,604 
Libby, McNeill & Libby, ‘Al Products...... 1,360,527 
f  f > Ryser 65,037 
TO OR Serre 5,778 
Libby's Baby Vegetables................. 2,515 
Be CN Ws ccccvceceescevepes 89,820 
Libby’s Canned Fruits & Juice........... 5,989 
Libby’s Canned Meats..............0005 78,837 
Libby’s Canned Vegetabies............... 27,330 
Libby’s Frozen Fruits............55s0005 3,724 
SE ED. no ckccdedececceevesses 36,505 
BRO WEED Gc v ccc ccccccccccces 420,542 
9. Liggett & Myers Tobacco Co. 8,763,327 
Chesterfield Cigarettes ...........050005 7,928,1 
EE EEN oe ciccccvccscesceveres 835, 


21. Lorillard, P., Co. 
Briggs Pipe Mixture . 
Embassy Cigarettes ... 
Old Gold Cigarettes 


M 
46. Manhattan Soap Co., 2,305,153 
Manhattan Soap Co., ‘an "Products Seoseacs 45, 
Sweetheart Toilet Soap Ae 8 A a Pee 2,068,821 
PD CUED ccccceveccocccovceses 191, 
72. Mars, Inc. 
EE occ iseee ee eutenseeeiecees 1,578,761 
69. Metropotitan Life Insurance Co. 
Metropolitan Life Insurance.............. 1,603,833 
14. Miles Labs., Inc. 7,034,896 
te eatin bei 6 oben ens bd 2,258,939 
Alka-Seltzer & One-A-Day Vitamin Tablets.. 2,014,970 
Alka-Seltzer & Vitamins ................ 2,609,926 
Ames Selftester for Diabetes............. 48, 
Miles Labs., All Products................ 64,254 
EN oes oc dkntcdense 29,379 
One-A-Day Vitamin Tablets ............. 8,5 
80. Minnesota Valley Canning Co. 1,519,530 
Del Maiz Canned Vegetables.............. 86,8 
nav o eed e'es ec nnee ee 307,552 
Green Giant Peas & Niblets Corn.......... 24,500 
Kountry Kist Vegetables ............... 220,980 
Minnesota Valley Canning Co., 
OT ree 425,258 
Pree 454,422 
23. Morris, Philip, & Co., Ltd., Inc 4,851,411 
Country Doctor Pipe Mixture............ 34,131 
SEND GEES, ce ccesevccvcccsssss 269,618 
Philip Morris Cigarettes ..............-- 2,874,636 
Philip Morris & Co., Cigarettes........... 1,063,931 
Philip Morris & Co., Cigarettes & Tobacco. . 567,795 
Se GD oc hoc dbasewencccosscce 300 
N 
41. Nash-Kelvinator Corp. 
Kelvinator Electric Range ........ 
Kelvinator Electric Refrigerator 
Kelvinator Home Freezer ....... 
Kelvinator Major Appliances ............ 


Kelvinator Refrigerators & Electric aan. 32,400 
Nash Dealer Service ‘ 
aS ... ..  PPrrPerererrrere 

26. National Biscuit Co. 
Honey Maid, Honey & Nabisco Graham 


Dé cedeagasttecenedenes tes es 3,275 
Nabisco Cookies 26 141,890 
Nabisco Graham 14,475 
Nabisco Shredded Wheat ............... 1,727,857 
National Biscuit Co., All Products........ 1,500,193 
Premium Salted Crackers ............... 21,550 
Premium & Snow Flake Crackers ......... 13,100 
TT niinc0.4 00605 00.0¥'0060 005 096 479,420 
EE nad onde whee be 6 rants .140 
Uneeda & Ritz Crackers ................ 8,875 
Milk Bone Dog Biscuits ............... 174,952 
Milk Bone Dog Biscuits—Premium Offer. .. 3,607 

24. National Dairy Products Corp. 4,817,353 
Dc cine sence Hawses ecbeneee 804,491 
SE ME SEED sc cccccseccscesece 87,040 
i TD 6.06. 6uh6- eh 6a0e os cneses 108,590 
EE oe ore dase nies ds 6adebeke 132,580 
CD voc cb cccigs 0tsbmes 33,425 
Kraft Kay Brand Cheese ............... 149,580 
4 569,355 
Kraft Philadelphia Cream Cheese ........ 77,734 
Miracle French Dressing ................ 25,218 
Miracle Whip Salad Dressing ............ 518,882 
National Dairy Products ............... 432,521 
TT Lis 0n boy 50.0.0 00060 eee 30,161 
Parkay Oleomargarine—Contest .......... 142,525 
Parkay Vegetable Oleomargarine ......... 1,160,293 
Sealtest Milk & Ice Cream .............. 47,664 
iwc t eben btn nescdseee 197,384 


General 
Magazines 


2,037,518 
23 


eeeenee 


eeeeees 


‘301,181 
228/486 


ee eeeee 


we eeeee 


Farm 
Magazines 


97,608 


657,959 


859,380 
1,335,747 


1,541,411 


478,140 
6,540,431 
1,921,451 
2,014,970 
2,539,756 


etwork 
Television 


Rank Parent Company and 
Products Advertised 
36. National Distillers Products Corp. 

Bellows Alcoholic Beverages ............. 
Bellows Blended Scotch Whisky .......... 
Bellows Gin 
Bellows Partners Choice Whiskey ......... 
De Kuyper Cordials & Liqueurs .......... 
Dolfi Liqueurs 
Gilbey’s Gin & Scotch Whisky ........... 
Gilbey’s London Dry Gin ............... 
Gilbey’s Scotch Whisky 
Italian Swiss Colony Wines 
n Champagne 
Lejon Brandy 
Lejon Vermouth 
Monnet Cognac 
Nationa! Distillers Brands of Liquors ...... 
Old Angus Scotch Whisky ............... 
Old Crow Bourvon Whiskey 
Old Grand-Dad Bourbon Whiskey ......... 
Old Overholt Rye Whiskey 
Old Sunny Brook Bourbon Whiskey ....... 
Old Taylor Bourbon Whiskey ............ 
PM Blended Whiskey paeeee 
Ron Merito Puerto Rican Rum 
White Rock Beverages .... 
White Rock Q-9 Qu.nine Wa 
White Rock Sparkling Water . 

Bellows & Co. 


60. Pabst Brewing Co. 
Hoffman Club Soda & Ginger Ale ......... 
Pabst Blue Ribbon Beer 

71. Pepsi-Cola Co. 
Evervess Sparkling Water ............... 
Pepsi-Cola 
Pepsi-Cola & Evervess .......... 0.000005 

30. Philco Corp. 

Electromaster Electric Rae ............ 
Philco Electric Refrigeracors 
Ph'ico Freezer 
Philco Radio-Phonographs 
FO ep ee 
Philco Radios & Radio-Phonographs 
Philco Radios & Refrigerators ........... 
Philco Refrigerators, Radios, Freezers, Air 
Conditioning & Television Receivers... ... 
Philco Room Air Conditioners—Industr.ai. . 
Philco Television & Radio-Phonographs .... 
Philco Television, Radios & Radio- 
DE . ch cxateeehed bead adneseee 
Philco Television Sets 
Philco Television & Television Combinations. 

22. Pillsbury Mills, Inc. 

Globe Al Biscuit Mix .. 

Globe Al Flour ...... 

Globe Al Pancake Mix .. 

Pillsbury Best Pancake Mi 

Pillsbury Best Pie Crust Mi 

Pillsbury Flour Products .. 

Pillsbury Hot Roll Mix 

Pillsbury Mixes .......... 

Pillsbury Products ......... “ 

Pillsbury Pie Crust Mix, Cake M.x........ 

Pilisbury’s Best Flour 

Pillsbury’s Best Flour—Contest 

Pillsbury’s Best Flour & Nestle’s Chocolate 
Morsels 

GE OED 0.b.os c0.0000 54000006 

Sno-Sheen Flour, Hot Roll Mix 

Sno-Sheen Flour, Pie Crust Mix 

.  - | RSS 

. Procter & Gamble Co. 

Ths. cna vagaesenseveeres 

in  sccurstlegu seh ée notes 

i cis dc 6.00 pb eens 00069 be 

Ivory Bar Soap—Co itest 

Ivory Soap, Drene ‘ereae ee 

Ivory Soap & Tid 

Ivory Soap, Duz 

Ivory Soap, Spic & Span ...........0055 

Lava Soap 

Prell Shampoo 

Teel Deatifrice 

Wondra Face Cream 

Crisco, Soaps, Shampoo, De.tifrices, Cleaners 

Crisco Vegetable Shorieaing ............. 

Dreft Detergent 

Duz Granulated Soap 

Ivory, Crisco & Duz 

Ivory Flakes 

ED wcccesrvccenesseneas 

Ivory Snow, Soaps, Cieaners, Shortening, 
Shampoo & Dentifrices 

Oxydol Granulated Laundry Soap ......... 

Oxydo!, Spic & Span 

Procter & Gamble Co.—Contesi 

Procter & Gamble Soaps—Houschoid Use .. 

Spic & Span Clearer 

oes @ GpOR, DOOM occ ccvcsesccsccccss 
PR eye = Or rrr Pret 

Tide, Soaps, Cleaners, Detergents, Shortening, 
Shampoo, Dentifrices 


Q 


28. Quaker Oats Co. 

Aunt Jemima Pancake Flour 
Aunt Jemima Pancake Flour, 

Cereals & Flour Products ............. 
ECD cu nua cehies any ov 6a neces 
Muffets 
SE GN CEE ca cededseetocccvaveves 
Quaker Oats & Mother's Oats ........... 
FORT aoe 
Quaker. Oats, Puffed Wheat & Rice Spark.es 
Ken-L-Ration Dog Food 
Ken-L-Ration—Encyclopedia Offer 
Ken-L-Ration Premium Offer 
Ful-O-Pep Feeds 
Quaker Oats Chick Raising Book ......... 


37. Radio Corp. of America 
National Broadcasting Co., Inc., Rad‘o..... 
RCA—General Promotion ............... 
RCA Radios, Phonographs, 

Television Sets & Records ............ 

Products, Radios & Televis.on Sets... 
RCA Victor Children’s Records .......... 
RCA Victor 45 rpm System 
RCA Victor Radio-Phonographs 
RCA Victor Radios 
RCA Victor Television Combinations ...... 
RCA Victor Television & Record Changer. . 
RCA Victor Television Service ........... 
RCA Victor Television Sets ............. 
RCA Victor Television & 

Television Combinations 

86. Radio-Keith-Orpheum Corp. 
RKO Pathe Industrial Films ............ 
“Adventure in Baltimore’’-—Dore Schary. . 
“The Big Steal’’—RKO 
“Blood On The Moon’’—RKO 
“Bride For Sale’’—Crest Productions ..... 
“Cinderella’’—Walt Disney 
“Easy Living’’—RKO 
“Enchantment’’—Samuel Goldwyn ........ 
“Every Girl Should Be Married’’ 

—Dore Schary 
“The Green Promise’’-—Glenn McCarthy ... 
“Holiday Affair’’—Don Hartman 
“I Married a Communist’’—RKO 
“Ichabod & Mister Toad’’—Walt Disney... 
“Joan of Arc’’—Sierra Pictures 

e Judge Steps Out’’—RKO 
“Mighty Joe Young’’—Arko ............. 
“The Pride of the Yankees” 

—Samuel Goldwyn 

“‘Roughshod’’—RKO 


— 


i=) 
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aa ae 


459,223 


3,683,911 
191,470 


40, 
43,745 

106,152 
15,855 
50 


General 
Magazines 


1, 
192,476 


106,117 


13,215 
26 


637,413 
417,799 
372,491 


1,286,238 
a 


Farm 


Magazine 
Sections 


Networ' 
Radio 


766,092 


1,438,870 
1,964,929 


k 
Television 


2,927,290 
534,615 


272,000 


531,410 
244,150 
239,670 


1,717,558 
459,223 
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Rank Parent Company and 
Products Advertised Total 
wt gf PPP TEP Tee 25,045 

“She Wore A ag ) eee Sete 100,779 
“So Dear To 4 eart’’—Walt Disney... . 172,850 
“They Live By = ‘—Dore Schary ..... 43,745 
PE RE SEED ccccccccceccvcess 595 
“A Woman's Secret’’—Dore Schary ....... 40,165 

92. Ralston Purina Co. 1,348,946 
Instant Ralston Cereal ................. 30,890 
Instant Ralston, Ralsto:, Shredied Ra.sion. 836,879 
EE BERUGh eb ebecccccesecce : 4,464 
Shredded Ralston Cereal 2,400 
Purina Dog Chow .......... 2,870 
Purina Dog Chow—Contest ... 24,950 
Purina Feeds & Suppements .. 446,493 

41. Reynolds, R. J., Totacco Co 7,968,795 
I 6 6:0 td 68.0.0-0%.0.0 40 04. 0:0 5,966,826 
Camel Cigarettes & Prince Allert 

na 0 inideens.00 49 4.060.004 210,890 
EY MEE, cc cccceccccccscecace 244,600 
Prince Albert Smoking Tobacco .......... 1,546,479 

@6. Ronson Art Metal Works, Luc. 1,638,235 
MD ccsevecesecvcoccccs .. 1,224,874 
Ronson Lighters & Accessories ........... 263,499 
Ronson Lighters & Metal Giftware ....... 19,350 
Rr 116,400 
Ronson Redskin Flints ............5505- 704 
en Oe 4,704 
Ronsonol Lighter Fuel ..............555 4,704 

Ss 

26. Scheniey Industries, Inc. 4,653,919 
Ancient Age Bourbon Whiskey............ 138,485 
Belmont Bouwibon Whiskey ......+....... 130, 
PM ceeecpeseseccucoveccesenes 1,024,444 
Cherry Heering Liqueur ................ 55,345 
Coronet VSQ Brandy ..............-.5. 131,475 
Cream of Kentucky Whissey ............ 170,460 
ER WEED ccccocpecccsccesene 81,033 
Dewar’s Blended Scotch Whiswney ........ 157,765 
i EE indhdisceasegetesessess 89,117 
DuBouchett Brandies .................. 17,893 
DuBouchett Creme de Cacw ........... 785 
DuBouchett Creme de Menthe ............ 3,205 
DuBouchett Sloe Gin ........6. 066600 ee 2,785 
Gibson's Blended Whiskey .............. 22,250 
Golden Wedding Blended Whiskey ........ 525 
1. W. Harper Bourbon Whiskey .......... 525,820 
EE «5504 cbeeeeetsecece 3,718 
dames E. Pepper Bourbon Whiswy ........ 181,660 
MacNaughton’s Canadian Whiskey ........ 17,320 
Marie Brizard Liqueurs ................ 41,335 
Melrose Blended Whiskey .............. 89,315 
Old Charter Bourbon Whiskey ........... 165,310 
Old -. ee EE Give e coe0ned 83,345 
Techs sseckhsey secs eseceee 5,140 
Penbleford , = Whiskey ........ 22,500 
es cans sgdSeececcscocvers 109,730 
Roma Wines & Champagne ........ 5 ell 22,250 
Rum Carioca Puerto Rican Rum.......... 879 
EE, wives 06000000 60000088 298 
Sees 23,625 
Schenley Reserve Whiskey .............- 235 
Schenley Whiskey ............5..050005 193,473 
Sir John Schenley Whiskey .............. 689 
Three Feathers Blended Whiskey ......... 196,130 
Wilken Family Blended Whiskey ......... 44,500 

* ee. : eam, Brewing Co. 

et wddenké ckten 00.cu en 1,477,954 

si ‘scott , = Co. 1,518,929 
ED, WEED a cicicccdesccocecccoeces 118 
Cut Rite Waxed Paper..............55-- 237,608 
SE CE MED 6 cccccsecccescscces 34,660 
Scottissue Toilet Tissue ............005- 484,073 
Scottissue Toweis+—Washroom Use ........ 83,1 
Scottowels—Kitchen Use ............55- 139,355 
Soft-Weve Toilet Tissue ............065- 77,755 
Sort-Weve Toilet Tissue & Scot.ie. ...... 152, 
Waldorf Toilet Tissue ............0506- 79,5! 

66. Socony-Vacuum Oil Co., Inc. 1,627,290 
EE MEL cvowccegbeseeorencoeces 36,815 
Mobil Batteries & Service ...........05- 52,095 
Mobil Marine Products ............55-- 2,922 
Mobil Tires—Car & Truck .............. 52,415 
Mobilgas Dealer Service ............555- 583, 
Mobiigas Special Gasoline .............. pA 
Mobiloil Arctic Motor Oi) .............. 39,765 
Mobiloil Motor Oil ..........-cceee nes 641,120 
Socony-Vacuum Industrial Luui cao .... 64,820 
Socony-Vacuum Oil Co., Gasoine & Oil. 7,920 
Socony-Vacuum Oil Co.—General Promotion 143,310 

70. Standard Brands, Inc. 1,584,032 
Black & White Sco.ch Whiskey .......... 228,930 
Blue Bonnet Oleomargarine ............. 5, 
Chase & Sanborn Coffee ..............-. 279,050 
Chase & Sanborn Instant Coffee .......... 340 
Deita Condiments ......... 5c c ce eeeee 148 
Fleischmann’s Dry Gin .............555 169,755 
Fleischmann’s Preferred Whiskey ......... 162,11 
PemeeennyS VERGE cc ccccscccscscees 185,130 
Old Oxiord Cheddar Cheese .............. 3,471 
Royal Baking Powder ............-.0055 3,358 
Fieischmann’s Irradiated Dry Yeast ...... 16,500 
MD Cavkeebsaeeucccsvassse 182,172 

7. Sterling Drug, Inc. 10,605,934 
Bayer Aspirin for Children ............. 4, 
Bayer Aspirin, Phillips Cream, Muli. 

Coconut Oil, Phillips Milk of Magnesia, 

Energine Cleaning Fluid .............. 815,414 
Bayer Aspirin Tabets ...........-...6- 1,875,692 
Campho-Phenique Antiseptic ............ 224,174 
Dr. Caldwell’s Syrup Pepsin ............ 67, 
Dr. Lyon’s Toothpaste & Dr. Lyons 

DET  ccccstceseeesgescccescocs 118,598 
Dr. Lyon's Toothpowder & Powder, Double 

Danderine, Astring-O-Sol ............. 872,226 
Dr. Lyon’s Tooth | rere Te 6,552 
EE cceposeecccerssceoess 6,552 
EE on. 66 55 cb 560665050090 445,435 
Haley's M-0, Phillips Toothpaste, Pniliups 

Milk of Magnesia PewhPhdbde vied eseare F 
lronized Yeast Tablets ................ 87,180 
OS eee 31, 
EE Sts, ann v5 600.0065 06 6.00.00 116,9 
Molle Brushless Shave Cream ........... 222,011 
Phillips Milk of Magnesia............... 479,117 


Phillips Milk of Magnesia & Bayer Acpirns.. 1,048,891 
Phillips Milk of Magnesia, lronized Yeast 

Tablets & Bayer Aspirin 
Phillips Tooth Paste 
Sterling Drug, Inc., All Products ......,.. 
Z. B. T. Baby Powder 

G2. Studebaker Corp. 

Studebaker Corp.—General Promotion .... 
Studebaker Passenger Cars 
Studebaker Trucks 


13. Swift & Co. 
Allisweet Oleomargarine 
Jewel Shortening 
Peter Pan Peanut Butt 
Peter Pan Peanut Butte: 
Prem Canned Meat 
Swift Agricultural Research 
Swift & Co., All Products 
Swift & Co., General Promotion .......... 
Swift'ning Shortening 
Swift's Branded Beef 
Swift's Branded Lamb .................. 
Swift's Branded Veal 
Swift's Brookfield Butter 
Swift's Brookfield Cheese 
Swift's Brookfield Dairy Foods 
Swift's Brookfield Egos 


Swift's Canned Meats & Swift'ning ....... 
Swift's Meats, Cheese, other Products... .. 


2,904,601 


89,284 
222,011 


"218,475 


N 

Radio. Television 
1,197,447... 
836,879 ||... 
aes ¢ 
3,714,544 725,400 
2'839:143 726.400 
52,860 ....... 
0084 5.:::!: 
1,143,928 19,350 
80.429... 
263499 |. 
epee 19,350 


221,124 «= 34,770 
apacten se 
oehsees ae 
“1,050 =" 7,920 
aaa oe: a 7,92¢ 
| ne : 
182,172 

182,172 

8,107,859 

ee. scsi. 
ene 
WAS oo... 


126,998 
eae 
CER = Sicae 
re 

"79,410 


Rank Parent Company and 
Products Advertised 

Swift's Premium Franks ................ 
Swift's Premium Franks & Prem.......... 
Swift’s Premium Ham .................. 
Swift's Premium Meats ................. 
eo vcs couscsvcesweae 
ie RR RS 
Pard Dog Food—Premium Offer.......... 
Sunbrite Cleanser 
EE PT rape er wtevegccscssess 
Swift’s Cleanser—Contest 
Co. DS ae 
EndoWeed Weed Killer 
Swift’s Blenn Plant Food 
Swift's Brimm Plant Food 
SY ME ca dadnatCiddst s 00cesecee 
Swift’s Gardening Aids ................. 
Swift’s Red Steer Plant Food............ 
Vigoro Fertilizer 


44. Texas Co. 
Texas Co., Dividend Notice 
Fire Chief Gasoline 
Havoline Motor Oil 
Marfak Lubricating Grease 
Sky Chief Gasoline 
Texaco Dealer Service 
Texaco Products 
Texas Co., Industrial Lubrication 
Texas Co., The, Institutional 


U 


63. U. S. Government 
Bureau of Yards & Docks 
National Guard, U.S.A. 
National Military Establishmen:.......... 
Reconstruction Finance Corp., Piant 

For Sale 
U. S. Army Corps of Engineers.......... 
U. » seve Army & U. S. Air Force Recruiting 

S. Sixth Army Command, Recruiting. . 
War Assets Administration 

48. U. S. Steel Corp. 

Se Bo RSS SO ant 
Boyco Household Buckers & Cans.......... 
Kool Kan Thermo Container............. 
USS American Fence—Farm 
USS American Fence & Tenneseal V-Drain 

Roofing —F arm 
USS Cyclone Wire Fence—Home.......... 
USS Cyclone Wire Fence—Iindustrial..... . 

USS Steel Roofing & Siding—Farm...... 
USS Tenneseal V-Drain Roofing—Farm.... 
Witte Dieselelectric Plant—Home......... 
Witte Dieselectric Plant—Iindustrial...... 
Boyco Garden Tools 
“Poppy” Barrow 
Tennessee Basic Slag 

78. Union Carbide & Carbon Corp. 

Autopoint Co., General Promotion Potannta 
Autopoint Pencils 
Metaimaster Repairing OQuifit ........... 
Union Carbide & Carbon Corp., Dividend 

DN ShbCbekeDEC REN ts040.0064 00008 
Union Carbide & Carbon Corp., Generai 

GUD wesdecccerccrccpecoscecss 
Union Carbide & Carbon Corp. & Sub., 

Financial Statement 
Vinylite Plastics 
Eveready ‘‘A’’ Battery 
Eveready Hearing Aid Batteries.......... 
Eveready Mini-Max Hearing Aid Battery. . 
6-12 Insect Repellent 
Eveready Flashlight Batteries 
Eveready Mini-Max Radio Batteries 
Krene Plastic Draperies 
Krene Plastic Shower Curtains.... . msand 
Prestone Anti-Freeze 


Ww 


62. Walker, Hiram,-Gooderham & Worts, Ltd. 
Canadian Ciub Blended Whisky 
Corby’s Reserve .........00005- 
Dramouie Liqueur - 
Freezomint Creme de Menthe .. 
Hiram Walker's Brands of Liquor 
Hiram Walker's Cordials ........ 
Hiram Walker's Gin 
Imperial Blended Whiskey . 
John Jameson Blended Wh.skey 
Old Smuggler Scotch Whiskey 
Pol Royer Champagne 
Renault Champagne .......... 2... 00 005- 
Sandeman Wines 
Valliant Wines 
Walker's De Luxe Bourvon Whiskey 
William Penn Blended Whiskey 

97. Warner, Wm. R., & Co. 

Chen Yu Nail Lacquer & ‘Lipstick 
Courtley After Shave Lowwon ............. 
Courtley Men’s Toiletries 
Courtley Shave Cream 
Courtiey Shave Mug 
DuBarry Beauty Ritual sutink he aos 04-640-2 
DuBarry peas F Preparation 

DuBarry Cream Make-up 
ee TT 
DuBarry Creams & Lotions 
DuBarry Hand Lotion 
DuBarry Lipstick 
DuBarry Success Course 
Richard Hudnut Home Perma cnt .. 
Richard Hudnut Shampoo 
Sloan's Balm 
Sloan's Balm & Liniment 

34. Westinghouse Electric Corp. 
Westinghouse Air Compressur 
Westinghouse Automatic Coxe Vendor 
Westinghouse Electric Corp., 

General Promotion 
Westinghouse Life Line Motors 
Westinghouse Micarta Plastic 
Westinghouse Heat & Sun Lam 
Westinghouse Air seediieding -tutesival... 
Westinghouse Appliances 
Westinghouse Electric Corp. 

—General Promotion 
Westinghouse Electric Garbage Disposal ... 
Westinghouse Electric Portable Fans 
Westinghouse Electric Ranges 
Westinghouse Electric Refrigerator 
Westinghouse Electric Roaster Uveus 
Westinghouse Elevators—Industral 
Westinghouse and 


Westinghouse 
Westinghouse Lompe~-00, atest 
Laundromat 


Westinghouse 
Westinghouse Laundromat Washer & Dryer. . 
Westinghouse Laundromat, Refrigeracors, ecc. 
Westinghouse-Lever Brothers, Premium .... 
Westinghouse Radio-Phonograph 
Westinghouse Vacuum Cleaner 
Westinghouse Ventilators—Home 
Westinghouse Water Coolers—Industriai .. . 
Westinghouse Water Heaters—Home 
Westinghouse Milk Coolers 
Westinghouse Sealed Beam Auto Lamps .... 

96. Wildroot Co., Inc. 
Wildroot Cream-Oil Hair Tonic 
Wildroot Cream-Oil & Shampoo 
Wildroot Liquid Cream Shampoo 
Wildroot Shampoo 


eee 


1,710,258 
413,75 


wee tees 


1, 
351,391 


1,710,258 
413,755 
304 


104,255 
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W Rates Go Up 
As Ratings, Client 
List Keep Mounting 


New YorK—WNEW, the coun- 
iry’s most successful indcpendent 
adio station, which grossed nearly 
2,800,000 in 1949, will better that 
by 20% in 1950—if sales continue 
t the present rate. 

Ira Herbert, who is a stockholder 

well as vice-president and sales 
director under the station’s new 
ownership, reports that time pur- 
chases by new clients, notably 
food and drug products, as well 
s additional expenditures by old 
ponsors, account for the gain. 

When asked how WNEW feels 
bout TV competition, Mr. Herbert 
pointed out that over-all radio 
-in-use in New York, accord- 
ing to Pulse Inc., were up to 26.6 
in February, against 24.2 in Feb- 
ary last year and 26.5 in Febru- 
, 1948. 


“If some radio stations are los- 
ing audiences, it may well be 
because they’re not coping with 
adio competition,” he asserted. 
here always have been and al- 
ways will be good and not so good 
adio stations. What a station pro- 
duces depends on its own ability 
to program rather than competi- 
tion from another medium.” 
WNEW’s average quarter-hour 
rating (Monday through Saturday, 
8 a.m. to 8 p.m.) last month was 
3.3, compared with 3.2 in Febru- 
ary, 1949, and 3.1 in February, 
1948, it was pointed out. 

Far from thinking of cutting 
rates, the music-and-news station 
recently increased the sponsor’s 
charge of admission on two pro- 
grams, Spot announcements on 
“Anything Goes” (6-9:30 a.m.) 
were raised from $60 to $70. An- 
nouncements on “Milkman Mati- 
nee” (midnight to 6 a.m.) now 
cost $30—an increase of $10 over 
the old rate. 


s WNEW, which in the past has 
probably spent more than any 
other independent on promotion, 
has increased its advertising out- 
lay this year to put across its story 
on out-of-home listening. 

For a year or so, Mr. Herbert 
said, the station has not accepted 
direct mail accounts. (The sta- 
tion’s biggest account is Bruno- 
New York, with time purchases of 
$350,000 annually. Bruno’s retail- 
ers never ask people to sit down 
and write, but they repeatedly sug- 
gest that they make a phone call 
for a home demonstration of a TV 
set or washing machine.) 

“We don’t take direct mail ac- 
counts because we feel this type of 
advertising irks the listener,” the 
radio executive explained. “Broad- 
casting is an entertainment me- 
dium primarily; the good will of 
the listener is our first concern.” 


= “Direct mail accounts take 
money out of New York,” he con- 
tinued. “Those people aren’t re- 
tailers, like most of our clients. 
And, too, there is no stability in 
that type of account, which moves 
in for a brief hard-selling period 
before milking your audience and 
then moving on.” 

Mr. Herbert added that the “av- 
erage mail order time can’t include 
the cost of radio advertising, plus 
the cost of packaging, mailing and 
losses on returns and still be worth 
while. The listener could do much 
better if he bought it in a store.” 


Baker Heads Promotions Inc. 


Marc Baker, advertising consul- 
tant, has been elected president 
of Promotions Inc., Hartford, 
Conn., advertising concern. He has 
worked closely with the company 
since last September in an advisory 
capacity, establishing a new sales 
plan which was instrumental in 
adding more than a score of new 
clients. Mr. Baker succeeds David 
Chesley, who has resigned. 


BofA Shows Percentage 
of Rum Sold by State 


Rum consumption in the U. S. 
ranges from a low of one wine gal- 
lon per thousand population annu- 
ally in Arkansas to a high of 102.8 
gallons in Maine, according to a 
promotion booklet, “Take the Case 
of Rum,” issued last week by the 
Bureau of Advertising, ANPA. Na- 
tional average is placed at 14.8 
gallons. 

Figures are based on 1948 liquor 
consumption data compiled by 
John G. Loeser for Liquor Store 
& Dispenser. The booklet is one of 
a series on the liquor field. 


Launches Test Campaign 


Harry D. Reid Agencies, Toronto, 
has launched a test advertising 
campaign for Odor-Ban, an elec- 
trically-operated deodorant. Daily 
newspapers are being used in 
Ottawa, London and Toronto mar- 
kets, pending national distribution. 
A. J. Denne & Co., Toronto, is the 
agency. 


Elgin Spring Drive 
Will Boost Watches 
as Graduation Gifts 


Eterm, Itt.—Elgin National 
Watch Co. has scheduled a special 
, ad push to run from April to June. 
,Copy will boost Elgin watches as 
graduation gifts. 

Full-color pages will appear in 
The American Weekly, Collier’s, 
Esquire, Farm Journal, Life, Look, 
National Geographic Magazine, 
Progressive Farmer, The Saturday 
Evening Post, Seventeen and True 
Story. 

The magazine schedule is sub- 
stantially the same as that used 
last fall in the company’s holiday 
campaign, except for several omis- 
sions. 


= In addition to the magazine 
copy, about 70 college newspapers 


will carry Elgin advertisements. 

Ads will feature the new Hens- 
lee-styled Lord and Lady Elgins 
and will include testimonials by 
prominent personalities, including 
Ann Blyth of Hollywood. 

Through J. Walter Thompson 
Co., Chicago, the company also has 
prepared a dealer promotion kit 
with mats, window streamers, 
counter cards and folders, posters, 
car cards and radio copy and tran- 
scriptions. 


Lyn White Appointed 

UN World has announced the 
appointment of Lyn White as ad- 
vertising director. She was for- 
merly director of book and travel 
advertising for the New York Post, 
and before that was with the San 
Francisco Chronicle and Houston 
Post. 


New Agency Formed 
Milton G. Shaller and Mel Ru- 
bin, formerly account executives 


a ee ag ae ee ae 
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with D. H. Ahrend Co., have 
formed the Shaller-Rubin Co., with 
offices at 152 W. 42nd St., New 
York. They will specialize in the 
planning, production and handling 
of direct mail programs for ad- 
vertisers and agencies. 


Adds Carbonic Dispenser 


Carbonic Dispenser Inc., Can- 
field, O., has appointed Maury, 
Lee & Marshall, New York, to di- 
rect advertising and promotion. 
Direct mail and business papers 
will be used to reach soda foun- 
tains, restaurants, bottling plants 
and allied businesses. 


Tl N 
AVE. NEW 
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YORK OFFICE: 
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A CITY LARGER 
THAN LOS ANGELES 
WILL MOVE TO COLORADO 
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Represented Nationally by MOLONEY, REGAN & 
SCHMITT, Inc. 
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Here's an opportunity that can help you level out your summer sales valley with extra summer sales. 


This summer, 2,350,000 out-of-state vacationists will come to Colorado and spend $213,000,000 
in “the nation's roof garden" . . . that's $213,000,000 in extra summer sales over and above the 
regular market. 


Your share of this extra summer business is worth getting. And the easiest, most economical way 
to get it is to increase your advertising in the selling medium that is the favorite of tourists and 
natives alike — THE DENVER POST. 
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Rokeach Kosher Line 
Gets First Facelifting 


New Packaging Already 
Boosts Sales; Bold 


Trademark Featured 


New York—For the first time 
in its 60-year history, I. Rokeach 
& Sons Inc. has redesigned the 
packaging of its extensive line of 
kosher food and cleanser products. 

The line, which includes more 


Ab SCRIBE creates and pro- . 
duces better - than - average 
4 sales promotion and advertising 
i * material at costs well within the 

\ 


smaller firm's t. Ask for 
AD SCRIBE- Box 254-N. Canton, 0. 


y 


details :..on your letterhead, 


than 50 items, now features labels 
with a strong family resemblance 
quickly identified by the consumer. 
They replace a heterogeneous col- 
lection adopted by the company 
through the years as it gradually 
built up its line from a single prod- 
uct, a kitchen cleanser. 

Most prominent factor in the 
new package plan is a redesigned 
trademark—a bold and highly de- 
corative “IR” (initials of the foun- 
der) in script, with the logotype 
“Rokeach” superimposed on it. 


= In the opinion of the designer, 
Koodin-Lapow Associates, the in- 
clined lettering of the trademark 
gives “dynamic movement” to the 
packages on the grocers’ shelves. 
The company apparently has al- 
ready achieved a measure of suc- 


cess in moving them off the shelves 
as well. Its tomato soup, first prod- 
uct to appear in the new dress, sold 
out in the first six weeks to the 
tune of 50% of normal yearly vol- 
ume, according to President Henry 
Gamson. 

The new packages, bearing Pass- 
over marks, are still competing 
with the former designs on gro- 
cers’ shelves. After the holiday 
(April 2-9) any remaining old 
stock will be recalled and packed 
in new containers. 


s Advertising and promotion- 
wise, the new Rokeach packaging 
has already begun to prove its 
worth, according to Keilson Co., 
its agency. Trademark and labeling 
are being used as an “active tool” 
in basic promotion and in all ad- 
vertising in visual media, the 
agency says. 

Rokeach, like its competitors in 
the kosher products field, earmarks 
somewhat more than 50% of its 
advertising fund for the New York 
market, which with its Jewish 
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FOCUS on your 
FARM market! 


For the CITY market 
For the FARM market 
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It’s Topeka—a 21 county mar- 
ket, according to the Audit 
Bureau of Circulation, Topeka 
has 23 % of the state’s effective 
buying power and 22% of all 
Kansas families. WIBW is the 
preferred station in this market. 
It has three times more listeners 
than all other Topeka stations 
combined.* 


*Kansas Radio Audience 1949 
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A glance at Consumer Markets, 
1949 will show that WIBW’s 
farm market is made up en- 
tirely of families on farms and 
in agricultural communities. In 
this rich market, WIBW has ten 
times more listeners than all 
other Topeka stations com- 
bined. 


SERVING AND SELLING 


“THE MAGIC CIRCLE” 


- WIBW - TOPEKA, KANSAS - WIBW-FM. 


ALL YOU NEED IS WIBW 


“ADO, 


Rep: CAPPER PUBLICATIONS, Inc. * BEN LUDY, Gen. Mgr. * WIBW * KCKN 
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MODERNIZED—1I. Rokeach & Sons, Brooklyn, packer of kosher foods and cleansers, 

has repackaged its line with wrap-around labels carrying a new trademark. Koodin- 

Lapow Associates is the designer. The new silver polish package (left, center) adapts 

the cosmetic jar form, and (bottom) the IR trademark identifies newly designed ship- 
ping containers. 


population of 2,500,000 accounts for | 
60% of the country’s $17,000,000 
kosher food sales. 

Basic medium nationally is 
newspapers, both general and Yid- 
dish-language, with heavy use also 
of outdoor, car cards and trade 
publications. 


@ Rokeach and four other com- 


panies dominate the market. The 
others—Horowitz Bros. & Mar- 
gareten, B. Manischewitz Co., 
Streit Co., and A. Goodman & Sons 
—are basically producers of mat- 
zos and other grain products. Ro- 
keach’s extensive line, however, 
includes such products as clean- 
sers, cooking oils, honey, canned 
soups, spices, salad oils, etc. And 
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this year, for the first time, it is 
aiso manufacturing matzos and 
matzo meal. 

In planning the new packages, 
one of the problems encountered 
by the designer was to conceive 
an individual seal that was modern 
jn appearance, yet embraced the 
traditional lettering signifying rab- 
pinical approval. After consider- 
able research, Koodin-Lapow 
found the answer on a Maccabean 
coin of the second century B. C. 

In its current adaptation, the 
seal is in the form of a square 
with rounded corners. The center 
depicts the Star of David, the He- 
brew emblem, resting on palm 
pranches, and the Hebrew letter- 
ing for “kosher.” Also in various 
jaces on the seal are the Rokeach 
gotype, the words “kosher” and 
quality product.” 


Color finds utilitarian expres- 
ion, particularly on the spice 
ckages. Yellow indicates ginger; 
range, paprika; green, white pep- 
r; brown, cinnamon; and blue, 
lack pepper. 

In the silver polish container a 
psychological” note is applied. 
uplicating a cold cream package, 
e container is a squat jar 
ith white-enameled screw cap. 
he purpose here, says the de- 
igner, was to overcome the house- 
ife’s phobia of marring the 
auty of her hands. The “IR” 
mbol, in white lines on a blue 
ackground, is designed to suggest 
e engraving on fine silverware. 
Applying the new designs to 
ipping containers presented the 
pportunity to incorporate a “safe- 
utting” line as an integral part 
f the design. Distributors have 
made a practice of slitting cartons 
in half with spoilage of some of the 
contents often resulting. 


British Ad Group 
Denounces Requests 
for Ad Drive Plans 


Lonpon—The Institute of Incor- 
porated Practitioners in Advertis- 
ing has reiterated its stand against 
advertisers who seek plans, lay- 
outs and ad campaign material 
from agencies soliciting the ac- 


re count. 
pte Several weeks ago, the Society 
hip- of Motor Manufacturers & Traders 


Ltd. approached a number of agen- 
ae. cies and invited them to submit 
The proposed campaigns boosting. the 


far- International Commercial Motor 
CO On Show. 

Sons The lure offered the selected 
nat- agency was an appropriation of 


Ro- about $17,000 for the first show 
ver, and $25,000 for the second show. 
an- The losers were to receive no re- 
ned muneration. 

And Somewhat nettled by the disre- 
_ gard of the ethics involved, the 
IIPA took up the matter with the 
advertiser, who immediately with- 
drew his offer. The society now 
plans to make a “fresh approach 
to the whole matter.” 


Adams Heads Canadian 
Circulation Audit Board 


‘Sunset Names Ensinger 


Sunset Magazine, published by 
Lane Publishing Co., San Fran- 
cisco, which has been represented 
in the East by established magazine 
representatives, will open an of- 
fice of its own in New York as 
soon as space has been acquired. 
Clifford S. Ensinger, recently ad- 
vertising manager of Charm and 
Senior Prom, has been appointed 
manager of the new office. 


B. C. Seeks U. S. Tourists 


The British Columbia Travel Bu- 
reau, Victoria, B. C., is dividing its 
apropriation about equally between 
newspapers and magazines to lure 
American tourists to the province, 
with the bulk of the newspaper 
budget placed in western U. S. 
Both national and regional maga- 
zines will be used. O’Brien Adver- 
tising, Vancouver, is in charge. 


Hollahan Joins Brisacher 


Garrett E. Hollahan, formerly 
commercial program director of 
Station KARM, Fresno, has joined 
the San Francisco office of Bri- 
sacher, Wheeler & Staff as radio- 
TV director. 


GET THE ANSWERS IN “TEST TOWN, U.S.A.” 


Don’t knock yourself out trying to figure all the angles on 
a new product. Instead, give it a test in “Test Town, U.S.A.” 
Tests in South Bend produce results that are accurate, 
clear-cut, revealing. Best of all, results obtained here may 
be used with confidence everywhere—because South Bend 
is typical. One newspaper—and only one — covers this 
market to a fare-thee-well. Want the whole story? Write 
for free market data book entitled “Test Town, U.S. A.” 


{h #end 
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STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Artist Melbourne Brindle tells the tru 


about REILLYTYPES! 


This fine Melbourne Brindle drawing 
is the sort of art that puts a duplicate 
magazine plate to the test. The dot 
structure depth of the engraving must 
be faithfully retained in all its subtle 
tonal values—so the molding medium 
is a crucial factor in determining the 
quality of the duplicate. REILLYTYPES 
are molded exclusively in Vinylite. 


-, _Grant H. Adams, sales promo- 
‘!¥% tion manager of Canadian Johns- | 
Manville Co., has been elected 
president of the Canadian Circu- | 
lations Audit Board, succeeding 
Lee Trenholm, president of the 
Association of Canadian Advertis- 
ers. John Sheppard of Canadian 
Industries Ltd., Montreal, was 
elected vice-president, and John 
Foy, Consolidated Press Ltd., Tor- 
onto, was reelected treasurer. 
Athol McQuarrie was _ reap- 
pointed general manager; John A. 
M. Galilee was reappointed sec- 
retary; and Adair A. Gilmour was 
+o - (aaa auditor of circula- 
ions. 


Federal Names Benedict 


4 Federal Advertising Agency, 

New York, has appointed George 
H. Benedict, previously assistant 
f advertising manager of Post Cer- 


eals division, General Foods Corp., 
as an account executive. 


Four duplicate plates, molded in four 
different mediums from the same 
original, were subjected to scientific 
depth measurements by a famous 
university research laboratory. The 
electronic microscope found Vinylite 
superior to all other three mediums in 
general use today, including lead! No 
other medium penetrates like Vinylite. 


Shadow dot depth is all-important. 
Smooth printing of colors depends on 
full shadow depth. Every original we 
receive is first inspected—and full 
dot depth is retained. A REILLYTYPE 
is the only duplicate plate that meets 
the dot depth requirements of leading 
magazines. We actually guarantee 
soft edges, delicate vignettes. 


The truth is that a remtytype actually out-originals a duplicate-original! Duplicate 
engravings cannot possibly be identical—but a REILLYTYPE is an identical duplicate of the 
original. A REILLYTYPE costs 60% to 75% less than a duplicate original in full color work, 
and saves almost two weeks production time! 


Reilly ELE 


Ads —_- dent Electrotype Co., Indianapolis, Ind. » American Electrotype Division, San Francisco, Calif. » Lake Shore Electrotype Co., Chicago, Ill. 


CTROTYPE GOMPAN 


NEW YORK 


Michigan Electrotype & Stereotype Co., Detroit, Mich. + Reilly Plastictype Division, Los Angeles, Calif. 
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Thinks ‘Artistic Integrity’ 
Term is Screaming for Help 

To the Editor: I’d like to take 
mild issue with a statement at- 
tributed to Fred Ludekens in Ap- 
VERTISING AGe’s report of his recent 
speech to the Advertising Club of 
Los Angeles. The statement: “Ar- 
tistic integrity does not exist in 
advertising art.” 

I do NOT wish to quibble with 
what Mr. Laudekens obviously 
meant to convey; his point is made 
quite clear by the context, and cer- 
tainly Mr. Ludekens was making 
a lot of forthright sense. But if 
he has been accurately quoted he 
has here publicly abetted the too 
widespread misuse of a term that 
deserves more respect. 

The definition of artistic in- 
tegrity as an artist’s right to ex- 
press “only what he feels, without 


This department is a reader’s forum. Letters are welcome. 


regard to the world around him or 
the effect of his feelings on his 
audience” (AA editorial, March 
6) is a glamorous fallacy that 
needs to be stomped on. 

Why should we blindly accept 
the ridiculous notion that any art- 
ist who accepts employment in a 
commercial art studio or an ad- 
vertising agency is automatically 
deflowered of his artistic integ- 
rity? Why do we buy the idea that 
a painter who “expresses what he 
feels” may consider himself ex- 
empt from economic and social 
responsibility? 

If a man wants to splash paint 
upon canvas in a manner cal- 
culated to give pleasure to no one 
but himself, it is clearly his right 
to go ahead and do it—a right ori- 
ginally established, I believe, by 
a fellow named Onan. But these 


Great Mid-West 
NEWSPAPERS 


Have MERGED 


THE FORT WAYNE NEWSPAPERS, INC. 


FORT WAYNE, INDIANA 
Becomes Agent for 
THE NEWS-SENTINEL 
Published Week-day Evenings 
and 


THE JOURNAL-GAZETTE 


Published Mornings and Sundays 


Effective March 13, 1950 


Important: The respective editorial departments of both 
newspapers “will be kept separate, competitive and in- 


dependent.” 


bined circulation of 


Now . . . advertisements in the Fort Wayne news- 
papers will have the double impact of the com- 


150,509: 


Daily Circulation 


85,389: 


Sunday Circulation 


*Source . . . Audit Bureau of Circulation Report for 12 months 
ending Dec. 31, 1949. 


The News-Sentinel and Journal-Gazette advertisements will now be 
sold only as a unit starting June 1, 1950, rates will include inser- 
tion in morning and evening editions within the same calendar week 


with Sunday as a separate unit. 
April Standard Rate and Data. 


The News Sentinel's same Merchandising Cooperation tailored to your 
specific needs will continue to be offered now for both newspapers in 
a sincere effort to build product acceptance and dealer point of sale 


support. 


The News-Sentinel and The Journal-Gazette 
will be represented nationally by 


ALLEN-KLAPP CO. 
Chicago Detroit 


Please refer to future listing in 


New York 


things come properly under the 
classification of private amuse- 
ment, and we ought to question 
whether the man who so indulges 
himself to the extent of becoming 
a community burden is exercising 
any (you will pardon the expres- 
sion) integrity. 

It seems to me axiomatic that 
all honest art must have purpose, 
that purpose normally being the 
communication of ideas, emotions 
or impressions from the artist to his 
audience. It seems to me that only 
in these terms can art achieve ac- 
tual intrinsic and functional value, 
measurable in such a way that the 
artist can stand on his own feet 
as a responsible and productive 
member of society. And in these 
terms you will find far more genu- 
ine artistic integrity today in ad- 
vertising art than on the walls of 
the galleries. 

Let’s you and Mr. Ludekens and 
me start a quiet movement to res- 
cue the term “artistic integrity” 
from the quagmires of loose talk, 
before it becomes just another of 
the meaningless catch phrases of 
the express-yourself-and-damn- 
the-torpedoes crowd. 
TILDEN LANDRY, 
New Orleans. 


eee 
Crosley Dealers Apologize 
to ‘Detroit News’ Columnist 
To the Editor: After H. C. L. 
Jackson, well known columnist 
who writes for the Detroit News, 


in the News to acquaint the writer 


devoted his entire Jan. 27 column 
to the storage inconveniences of re- 
frigerators, Crosley was quick to 
run a full-page advertisement in 
the News addressed to Mr. Jack- 
son. 
As you will note, the attached 
reprint is an apology to Mr. Jack- 
son for not having brought to his 
attention the many conveniences 
of the modern Crosley refrigerator. 
This advertisement was run in co- 
operation with Crosley dealers of 
Detroit and J. L. Hudson Co. also 
participated with another adver- 
tisement. The advertisement ap- 
peared on Feb. 17. Because of its 
uniqueness and your interest in 
the merchandising activities of 
major appliances, we are sending 
you the attached reprint. 

J. NUGENT LOPEs, 
Director of Public Relations, 
Crosley Division, Avco Mfg. 
Corp., Cincinnati. 

eee 

AA's March 13 Letters 
Get Answers from Reader 


To the Editor: It seems that 
nearly every letter in the “Voice” 


department in the March 13 issue 


SORRY—A complaint by a Detroit News columnist about storage space inconveniences 
ef refrigerators brought quick action by Detroit Crosley dealers, who placed this page 


calls for an answer. 

To E. S. Mackay, ad manager 
for Hammond Organ: Even if Han- 
del, himself, came back to earth 
and played a Hammond organ and 
the angels from heaven sang, if I 
don’t want to hear it, then it’s 
noise. 

To J. Fewsmith Jr. of Meldrum 
& Fewsmith: You can have the 
credit for the “Never Be Presi- 
dent” copy. The propaganda agen- 
cy that imitated your ad will get 
the cash. 

To Roy A. Hunter of Stevenson 
& Scott: If you feel like “crabbed 
old age” at 50, it’s because you 
learned what you know through 
your own experiences instead of 
studying the experiences of others. 

To Irving Pincus, Advertising 
Trade Service: If you haven’t 
been getting “smellavision” on 
your TV set, you haven’t seen the 
odiferous TV programs that I’ve 
been looking at. 

To E. Eugene Umland, Umland & 
Co.: Who cares about dignity, dis- 
tinction, or money, for that mat- 
ter, when he feels like drinking? 
Isn’t the object to get drunk? Why 
does all liquor advertising fail 
to mention liquor’s strongest sell- 
ing point? 

To C. K. MacDermut of Photo- 
graphic Trade News: You may be 
damned, as you say, if you ever 
buy a product advertised by a 
female wink. You'll have plenty 
of company in Hell, for look at all 
the males from the time of Adam 
who bought the product adver- 
tised by female winks. 
To John Maass, Abbott Kimball 
Co.: Why is it that advertising men 
are so unhappy that there is so 
much poor competition in adver- 


with the Crosley’s conveniences. 


tising, while other business men 
are unhappy that there is so much 
good competition in their business? 
MarK TABER, 
Chicago. 


Takes Woolf's ‘GCS’ As Theme 
for Company’s Future Ads 

To the Editor: We subscribe to 
ADVERTISING AGE and read James 
D. Woolf’s good articles on ad- 
vertising. Recently I received a 
booklet, “How to Do a Better Job 
of Advertising and Selling,” copy- 
righted by ADVERTISING AGE, Pages 
36 and 37 were the answers to one 
of my problems. 

We have been saying “Always 
Glad to Serve You in a Growing 
Area,” “No Sale Is Completed Until 
the Customer Is Satisfied,” “Use- 
ful Things for Interesting Folks,” 
and many others. Mr. Woolf’s sug- 
gestion of the three magic words, 
“Guaranteed Customer Satisfac- 
tion” hit the spot. A GCS contest 
was announced in the classified 
section of the daily newspaper and 
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dow. Copies of the newspaper ag 
are enclosed. 

Results: We received 250 goog 
answers. Four people named th 
three magic words, “Guaranteg 
Customer Satisfaction.” Other 
combinations are “Greater Cag 
Savings,” “Good Courteous Sg, 
vice,” “Genuine Consumer Satis. 
faction,” and “Good Courteoiy 
Salesmen.” With your approygl 
we are making “Guaranteed Cy. 
tomer Satisfaction” the centr 
theme of our future adverti 
for we intend to make it (GC§) 


——————— 


Henry 
Bassler 
Advertising 
Manager 
CANTON (Ohio) 
REPOSITORY 


fo) 


WTF 
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“Why we like 
to live in 


CANTON, OHIO" 


contest a great success 


On January 22nd, we ran a little 
contest on letter writing. The 
subject assigned was “Why We 

ike to Live in Canton.” $375 in 
cash prizes was offered rangi 
from first _ of $100; seco: 
prize, $50; third prize, $35; fourth 
prize, $25; fifth prize, $20; sixth 
and seventh prizes, $10 each; five 
additional prizes at $5 each and 
100 honorable mention awards of 
$1 each were distributed. 


1,395 people entered the contest, 
The letters were judged by 
seven of our prominent citizens, 
including the Mayor. 


Reprints of the first 12 win- 
FREE ning letters will be mailed on 
request. 


The letters prove what we have 
contended for years and years. 
This is a remarkable community. 
It’s one of the greatest cross- 
sections of the true American 
way of doing things. Here, 
working side by side, are the 
great manufacturing plants, the 
largest rural population of any 
county in Ohio, cultural organi- 
zations, storekeepers, great edu- 
cators, fine schools and churches 
and thousands of men, women, 
boys and girls who would rather 
live in Canton and vicinity, than 
any other place in this country. 


This remarkable, balanced 
market (a $449,000,000 market— 
ranking 56th in national “Metro- 
politan County Areas”) should 
not be overlooked in your ad- 
vertising plans. 


Meet 
Don Grace 


of the National 
Advertising De- 
partment of the 
Canton Reposi- 
tory. He knows 
the brokers, job- | 
bers and dealers | 


you may want” ~ 
to know. Weawbe © 


OUR 7 PAPERS 
CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH MOOKE , 


NEWSPAPERS 


OF O10 


14 radio spots were used as well 
as posters displayed in the win- 


Advertis 


as well 
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as well known as the LS-MFT of 
radio fame. 

ALLEN B. CAMMACK, 
Cammack Office Supply, Bur- 
lington, N. C. 

* 


Answers Woolf on Lack 
of Talent in ‘Hinterlands’ 

To the Editor: In the March 13 
issue of AA James D. Woolf de- 
plored the lack of advertising tal- 
ent in the “hinterlands,” as well 
as the reluctance of full blown ad- 
yertising executives to take jobs in 
areas outside all but a few large 
metropolitan areas. 

I am just a youngster in the 
field; in fact I just got out of 
school and entered the field last 
year. Before I went to work in my 
present job as media assistant in a 
$2,000,000 plus agency, I fully ex- 
plored the possibility of getting a 
job in advertising in the following 
communities: Washington, D. C., 
Cleveland, Baltimore, several 
Florida communities, plus smailer 
cities in Ohio, Michigan, New 
York and Maryland. 

What did they tell me every 
place? Go to New York, learn the 
business and then come back. 

So here I am in New York; I 
have a job—where I am learning 
something, and have an opportu- 
nity to get ahead. Next year I’ll 
be married, and start a home. As! 
I progress up the ladder in the 
agency business, the opportunities | 
which I have an opportunity to’ 
discover will be those with which I | 
come in contact in my work, and 
consequently mostly in the New 
York area. 

So here we are at the crux of 


the problem. Ten years from now |. 


I am not going to want to uproot 
my family, leave my friends, my 
society and life to go to the “out- 
lands,” even though there might be 
a possible monetary gain in doing 
so. 
This is the same problem that 
faces so many men. Can they put a 
dollar value on the value of the 
life they have made for them- 
selves? What is it worth to up- 
root themselves, disrupt their lives 
and their families’ lives? Unless 
the opportunity in the new job is 
exceptional, it is very unlikely 
that it will be taken. 

Thus, having been forced into 
the three or four big centers of the 
advertising business in order to 
get a start in life, workers in the 
advertising business tend to settle 
in these few large centers. 

Give us the opportunity to start, 
learn, advance in advertising out- 
side of the present big centers and 
I think you will find that com- 


| azines are a collection of ingrates. 


petent younger men will jump at 
the opportunity. 

Speaking for myself, if I had 
found the opening, I would have 
been more than happy to go to 
work away from the filth, heat, 
crowds and frenzy of New York. 


HAL ZEVE, 
NewYork. 
eee 
Warning? AA Can Supply 


Copies of Jan. 30 Editorial 


To the Editor: There recently 
appeared on my desk (whence, no- 
body knows) a reprint from your 
Jan. 30, 1950, issue, entitled, “A 
Warning to All Merchandisers.” 

We would like very much to 
have a dozen additional reprints of 
this excellent article. Do you hap- 
pen to know who issued this, or 
where we might obtain copies? 
We’d appreciate your letting us 
know. 

HELEN MOELLER, 

Allen & Reynolds, Advertising, 

Omaha, Neb. 


eee 
‘Esquire’s’ Bow to Service 


Magazines Brings Results 


To the Editor: We wouldn’t say 
that the women’s service mag- 


they would reciprocate (AA, 
Rough Proofs, March 6). 

They have, however, sent us a 
fat folder full of thank-you notes 
and we do regard it as something 
of an accomplishment that we 
were able to use the Ladies’ Home 
Journal cover, since they rarely 
give permission. + 

We are happy with the cam- 
paign—and with the results it is 
producing. 

MartTIN SCHRADER, 

Manager of Press Information, 

Esquire, New York. 


eee 
Magnets Work Hard in March 
Business Paper Advertising 


To the Editor: Enclosed are four. 


ads torn from March issues of 
three trade publications: Daily 
News Record of Monday, March 
6, 1950; Industrial Retail Stores, 
March; and Men’s Wear (2) for 
March. 

Would you say that March is 
a month for advertising “magnets” 
to have magnets on their minds? 


Fe i ll TEC. aay, Mae ae 


PULLING POWER—Four advertisers offer 


March issues of trade publications. 
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to pull in customers with magnets in 


Ouch! 


Perhaps there are other ads in| to make a point. 


March issues of other trade pa- 
pers which use the “magnet” idea. 
It seems to us that four ads in 


three trade publications is enough 


Scott ITTNER, 
Glee R. Stocker & Associates, 
St. Louis. 


59 


K&E Adds Ruth Smith 


Kenyon & Eckhardt, New York, 
has added Ruth Smith, formerly 
with Knox-Reeves Advertising in 
Minneapolis, to its copy depart- 
ment. 


HH 
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TV ADVERTISING | 
FILM FOR LOW | 
BUDGET ACCOUNTS | © 


HAT 


WRITE, cAuL 
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HA. 7-3395- 


IN CLEVELAND EVERY DAY 


Second Edition 


PANEL 


Published 


the 12 months 


Soon available: 
Liquor Sales 
Car Sales. 


CLEVELAND 
CONSUMER 


Now Ready for You! 


results of the 
day-by-day buying rec- 
ords of 500 typical Cuya- 
hoga County families cov- 
ering 26 basic grocery 
product classifications. 
This 2nd report covers 
ending 
September 30, 1949, and 
is now ready for you. 
15th An- 
nual Analysis of Ohio 
and 4th 
Annual Analysis of New 


Frankly, we never anticipated that 


In 1949, over 98% of all daily general grocery accounts in the 
Greater Cleveland Market advertised in The Cleveland Press! 


Food Advertisers Know... 


@ The Press is Cleveland’s homegoing newspaper 

@ The Press is Cleveland women’s “food-talk” newspaper 

@ The Press consistently brings results 
7 out of 10 Cleveland homemakers plan their meals 

and buy their groceries by first “shopping” The Press! 


5th in America in Daily Food Linage 


Year after year, The Press has proven to be a very economical, 
sales producing “investment” for grocery advertisers in Greater Cleveland,— 
Ohio's richest market. That's why you'll hear over 9 out of 10 
daily general grocery advertisers in Cleveland say— 
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500 Expected by Four A's This Week 


New York—A record attendance 
of more than 500 advertisers and 
agency and media people is ex- 
pected at the 32nd annual meeting 
of the American Association of 
Advertising Agencies, which takes 
place this week on March 30, 31 
and April 1 at The Greenbrier, 
White Sulphur Springs, W. Va. 

The first day’s sessions are for 
Four A’s members only. Media 
guests will join in Friday morning 
and members of the Association of 
National Advertisers Friday eve- 
ning. ANA guests will come from 
that association’s spring meeting at 


What Do You Know about 
,_DOOR-TO-DOOR 
SELLING? 


Door-to-door Se a1 better known 
as DIRECT SELLING — is building 
nt — quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
soarin, and cut-throat com 
tion. ling is fully ex lained 


in Does booklet—mailed FREE. 
Please write on your letterhead, 


OPPORTUNITY MAGAZINE 


Dept. A-7, 28 E. Jackson Bi., Chicago 4, Ill. 


The Homestead, Hot Springs, Va., 
which takes place March 29-31 
(AA, March 20). This will be the 
first joint meeting of the two 
groups since the fall of 1941. 

Highlight of the Four A’s con- 
vention will be an address by 
Secretary of Commerce Charles 
Sawyer at the annual dinner, 
March 31. 


s The first open session, Friday 
morning, will be presided over by 
Clarence B. Goshorn of Benton & 
Bowles, chairman of the Four A’s 
board. Participants in this session 
will include Louis N. Brockway, 
Young & Rubicam; Sidney Giel- 
lerup, Marschalk & Pratt; Bernard 
C. Duffy, Batten, Barton, Durstine 
& Osborn; John P. Cunningham, 
Cunningham & Walsh; George 
Reeves, J. Walter Thompson Co.; 
Julian L. Watkins, H. B. Hum- 
phrey Co.; and Fairfax M. Cone, 
Foote, Cone & Belding. 

Mr. Goshorn will also preside at 
the Friday evening dinner, with 
Stuart Peabody of the Borden 
Co., introducing Secretary Sawyer. 
Mr. Peabody is chairman of the sec- 
retary’s advertising advisory com- 
mittee. Nearly all of the 19 agency, 


advertiser and media men who 
comprise the committee will be 
present. 


s Saturday’s sessions will begin 
with a preview of a new $40,000 
motion picture in sound and color, 
depicting the role of advertising 
in the American free enterprise 
system. 

Business phases of the morning 
session, under the chairmanship of 
Mr. Cone, will be devoted chiefly 
to research. Speakers and their 
subjects will be: Gordon E. Hyde, 
Federal Adveitising Agency, on de- 
velopments in the Advertising Re- 
search Foundation; Albert Dempe- 
wolff, Celanese Corp., on Broad- 
cast Measurement Bureau’s Study 
No. 2; Frank Dunigan, Brinkman 
Corp., on the Traffic Audit Bu- 
reau’s study in Cedar Rapids, Ia.; 
and Dr. Vergil Reed, J. Walter 
Thompson Co., on the 1950 Census. 

Also scheduled next Saturday 
morning are talks by James H. S. 
Ellis of Kudner Agency, on adver- 
tising’s public relations, and by Mr. 
Brockway on the work of the Ad- 
vertising Council. 


s The session will wind up with a 
review by Mr. Peabody of progress 
toward a better understanding of 
advertising since 1941. His talk 


WILKE per dollar in Florida 


Your advertising message reaches more readers 
in Florida, at less cost, when you use the pages of 
Florida’s three big morning dailies. These three 
morning newspapers deliver saturation circula- 
tion (more circulation than the number of fam- 
ilies) in Florida’s three major markets — plus 
from 20 to 100% family coverage in 50 of 
Florida’s other 67 counties. And you get this solid 
coverage at the lowest milline rates in Florida. 


Your advertising reaches the bulk of Florida’s 
buying power when you use the Florida Times- 
Union in Jacksonville, the Herald in Miami and 
the Tribune in Tampa. They circulate in Flor- 
ida’s richest, most heavily populated markets 
where 78% of Florida’s effective buying income 
is concentrated . . . where diversified industry, 
agriculture and business create steady, substantial 


payrolls right around the calendar. 


@ Every day more advertisers are realizing the importance of 
Florida as a constantly growing year ’round market. 


Every day 


“Florida” is being added to more and more advertising schedules. 
To sell it in Florida, use these three newspapers that give you more 
readers per dollar and more dollars per reader! 


MIAMI 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERAL D 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlante 
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The Eye and Ear Department ~ 


placed experts. 


are next to impossible to read. 


aa 
NBC had a terrific idea in putting on “Tea With Mrs. Roose. 
velt” every Sunday afternoon at four. The program gave promige 
of bringing to vaudeville-ridden TV a half hour of dignity ang 
charm, with all the excitement of public issues discussed by high. 


The first program—containing the famous Einstein statement 
—came close to fulfilling that promise. But the second—on the 
national health plan—didn’t follow through. The reading of 
statements by the guests, the concentration on one guest at a 
time and then dropping him (or her) entirely, and Mrs. Roose. 
velt’s sitting placidly between two hotly arguing guests—all this 
robs the program of informality and makes it seem set up and 
staged, with insufficient rehearsal at that. The program doesn’t 
have enough of Mrs. Roosevelt’s opinions-—and too much of 
Mrs. Roosevelt’s arms, which the good lady moves as if she were 
giving an impersonation of a railroad semaphore. 

The program suffers from lack of direction, very poor camera 
work and what might well be poor planning. All the possibilities 
are there—they simply haven’t been taken proper advantage of. 
Perhaps it is too early to comment. But with so much to offer, 
it can quite possibly commit slow suicide before it has a chance to 
prove itself. The continued use of outstanding personalities, of 
course, can help keep it alive—as can Mrs. R. herself, who is not 
exactly unknown. But it needs a whale of a lot of help from 
NBC, too. The titles, too—in the form of engraved invitations— 


will be highlighted by a showing of 
excerpts from a film prepared by 
the March of Time for the 1941 
joint meeting. 

Final convention event will be a 
luncheon, with retiring chairman 
Goshorn as the principal speaker. 

Scheduled for Thursday evening 
is a closed television session, fea- 
tured by a film and commentary on 
commercials by Walter Craig of 
Benton & Bowles, and a panel dis- 
cussion of television problems from 
the viewpoint of agency manage- 
ment. 


Two Join Bob Wettstein 


John F. Tobin, formerly with 
Dell Publishing Co. in Los An- 
geles, has joined Bob Wettstein, 
publishers’ representative, to rep- 
resent Popular Science Monthly 
in the southern California area. 
W. C. Woolston has joined the 
Wettstein organization to work 
on the company’s building pub- 
lications group. 


Chromovox Names Dinion 


Erwin Dinion & Co., New York, 
has been appointed to handle ad- 
vertising of Chromovox Co., Ro- 
chester, N. Y., manufacturer of ed- 
ucational aids for sound and speech 
corrective organizations and in- 
stitutions. Educational publications 
and direct mail will be used. 


Dresses Named for 
Radio’s Heroines 


New YorK—Housewives who 
regularly follow the doings of “Big 
Sister,” “Rosemary” and “Ma Per. 
kins” will soon be able to buy 
dresses named after their soap 
opera favorites. 

In a promotion arranged with 
Procter & Gamble Co., McKettrick. 
William Co. has designed a line 
of “Daytime Drama” dresses “in- 
spired” by P&G’s lineup of ten 
daily serials on NBC and CBS. 

The dresses will have the same 
title as the programs they are 


based on, wherever possible. 
“Young Dr. Malone,” “Pepper 
Young’s Family” and “Right to 
Happiness” creations will be 


named after the leading feminine 
characters in the dramas. 


Promotes Miami Fashions 


The Lincoln Road Association, 
Miami Beach, Fla., has launched 
a campaign using large space in 
Miami newspapers to feature the 
showing of advance resort styles 
on Lincoln Road. The association 
expects to spend about $40,000, 
extending the campaign to na- 
tional magazines. August Dorr Ad- 
vertising, Miami, is the agency. 
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art retouching 
photoengraving 
electrotyping 
nickeltyping 


mold processes 
PLASTIC AND LEAD 


w under the same roof 


BLOMGREN BROS. & CO. 


626 S. FEDERAL ST. 


Phone HArrison 7-4020 


CHICAGO, ILLINOIS 
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ER SPECIAL—Jane Russell admires 

store poster Lever Brothers is offer- 

g to grocers to promote its special 

ackage deal that includes a handker- 

ief with two boxes of Lux at a com- 
bination price. 


aft Exec Asks 
tadio Rate Cut 
Video Cities 


CuicaGco—The radio industry has 
en the target of a great deal of 
ticism—“its shortcomings have 
en stated again and again . 

t radio is dawdling like a ten- 
ar old—it isn’t doing anything to 
prrect the difficulties,” according 
» John B. McLaughlin. 

Mr. McLaughlin, advertising and 
es promotion manager of Kraft 
loods Co., pleaded for radio execu- 
es to take action quickly and 
orrect radio’s shortcomings, in a 
peech before the Chicago Radio 
anagement Club. 


He endorsed, in substance, the 
guments of L. E. Waddington, 
dio and TV director of Miles 
boratories, who challenged the 
tworks to sell their webs minus 
e basic television markets (AA, 
arch 6). 
Mr. McLaughlin. told the group 
w Kraft offered a little 16-page 
ipe book for 10¢ in the closing 
mmercial on the “Kraft Tele- 
ision Theater” several weeks ago. 
o days later, the company had 
eived 26,000 requests. 
In view of such pulling power 
d “the generally accepted figure 
at television has captured about 
% of the nighttime radio audi- 
ce in television cities,” he con- 
inued, advertisers face a growing 
roblem. 
“How do we advertisers allocate 
ur dollars between the two? Our 
ollars aren’t rubber. ... We’re 
letting to the point where we can’t 
retch those dollars far enough to 
ve us the coverage that we prop- 
ly need in these two great vehi- 
les for carrying our selling mes- 
ges to the buying public. 


“Our advertising dollars will 
uy either television or radio,” he 
said, “but I don’t think that many 
of us can afford to buy both in the 
ajor markets much longer at the 
rent high cost. 
“Radio can no longer offer us 
the same potential audience in our 
Major markets that it could a few 
years back. So it seems to me that 
your product can no longer demand 
and get a premium price. This is 
the problem that the networks and 
Stations alike must solve.” 

He said that the big question in 
the advertisers’ minds is when ra- 
dio executives will realize that the 
Situation does exist and, “much as 
it may hurt, make cost adjust- 
ments.” 


= “I know that unless something is 


kets properly today we must have 


» 


done and done quickly, advertisers 
like ourselves who are in both tele- 
Vision and radio are going to be 
fewer and farther between. Our 
problem is that to cover our mar- 


both AM and TV today. 

“Perhaps it is going to mean in- 
creased buying of regional sections 
of radio networks. Maybe it means 
some kind of a combined TV-AM 
network package, or maybe it can 
be handled simply by rate adjust- 
ments to compensate for radio 
losses in TV markets.” 


‘News’ to Change Name 

The name of Western Construc- 
tion News, published by King Pub- 
lications, ‘San Francisco, will be 
changed to Western Construction, 
effective with the July issue. Also 
beginning in July, editorial and 
advertising forms will close on the 
fifth of the preceding month to 
meet a new publication date, the 
first of the month of publication. 
Western Construction will appear 
in a redesigned front cover. 


Names Murray Hopkins 

Air Induction Corp., New York, 
manufacturer of motor truck re- 
frigeration equipment, has ap- 
pointed Murray Hopkins, formerly 
an account executive with Gordon 
& Rudwick, as director of adver- 
tising. 
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One 
and only one, can, 
possibly do a thorough 


Nor UNLESS you have 

distribution in Yugoslavia. And 
even with that, per-capita sales would 
undoubtedly be small because of low 
per-capita incomes. § 


YET SOME national advertisers, | 

with good distribution in Long Beach, § 
California (one of America’s major 
markets) attempt to do a selling 

job there with outside media alone. } 


IT CAN'T be done! 


“Remember, in Long Beach 
the Press-Telegram can 
do the job alone.” 


LONG BEACH. CALIFORNIA 


Dress-Telegram 


Represented Nationally by 
CRESMER & WOODWARD, Inc. 


WHY? Simply because the greatest 
Long Beach readership of any outside 
newspaper is only 14 percent! 


axiee! re Cine 


Hlouanws found out what Southern women want 
most to know about. Through its forty-five years of experi- 
ence in publishing a magazine catering solely to the 
desires and wants of the Southern home, it has acquired 
an intimate knowledge of just what its readers are most 
interested in. 

For this reason, the editorial content of the new Holland’s 
has been carefully proportioned . . with exact measurements 
of these ingredients: 


20% HOME BUILDING and DECORATION 
(Ss 20% SOUTHERN FOOD and ENTERTAINING 
20% LANDSCAPING and GARDENING 
18% HOUSEHOLD MANAGEMENT and 
EQUIPMENT 
8% COMMUNITY DEVELOPMENT and 
IMPROVEMENT 
7% CHILD CARE 
7% CULTURAL FEATURES 


With the emphasis always on Southern homes. . Southern 


-- Southern living, that makes a . 
\avt 
fo Please Southe\™ ¥ 


From Cover to Cover HOLLAND’S Covers 
the South... and only the SOUTH! 


From one smart new cover to the other, Holland's is 
devoted to the South and the South is devoted to Holland's. 
With its brand new size and format.. its finer, better 
paper stock and color reproduction ..its heightened edi- 
torial zest, the new HOLLAND'S has new appeal .. even 
greater reader interest. 


To give your ad a perfect entreé into more than 500,000 
above average homes in the South..to get above average 
readership at less cost per thousand readers—use 
HOLLAND'S — the only home magazine of the South. 


CIRCULATION GUARANTEE 
500,000 


NEW PAGE SIZE 7” x 10-3/16” arm 
THE MAGAZINE 


OF THE SOUTH 
eee 


DALLAS, TEXAS 


Branch Offices: 122 E. 42nd ST., NEW YORK 17 @ 333 N. MICHIGAN AVE., CHICAGO 1 @ 408 FORSYTH BLDG., ATLANTA 3 @ 1523 BROAD ST., NASHVILLE 1 
West Coast Representatives: SIMPSON-REILLY, LTD., 


RUSS BLDG., SAN FRANCISCO 4 @ HALLIBURTON BLDG., LOS ANGELES 14 @ 618 SECOND AVE., SEATTLE 
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Offers Photo Murals by Mail 

RCS Studios of Chicago, a divi- 
sion of Rapid Copy Service Inc., 
offset printers, has produced 
“Photolog,” a photo catalog en- 
abling one to order by mail photo 
murals from a selection of 90 
scenic views. The murals are avail- 
able in three sizes—2’6”x3’4” for 
$15; 3’x4’ for $20, and 3’4”x5’ for 
$25. 


Asher Named by Lees 

Cariton R. Asher, market re- 
search manager for James Lees 
& Sons Co., Bridgeport, Pa., has 
been appointed advertising man- 
ager for the carpet division. For 
the last two years he has served 
as chairman of the market research 
committee of the Carpet Institute, 
New York. 


USE GOVERNMENT PHOTOGRAPHS 


In public d In. Big & adver- 
tleers vse many. No “en path Dye 

or limited subjects if this tremendous, little 
understood, photo reservoir is utilized 
through ovr search services & explanatory, 
$7.50 manval-catalog, ‘Through Govern- 
ment Lenses'’. Sold on 5 day approval. De- 
tails free, with indorsements of gov't 
officials, users, and press. WASHINGTON 


COMMERCIAL > + 4 4, 1260 Fifteenth 
St. NW, Washington 5, D.C. 
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Conmar and Clothes 
Join Forces to Make 
Magazine Spreads 


Newark, N. J.—Conmar Prod- 
ucts Corp. has been swamped with 
requests from manufacturers using 
Conmar zippers for participation 
in the company’s current cam- 
paign in fashion magazines and 
fashion business papers, according 
to M. J. Eysler, William H. Wein- 
traub & Co. account executive for 
Conmar. 

The effect of a spread is 
achieved by teaming a full-page 
Conmar zipper ad with a full-page 
fashion ad. The Weintraub agen- 
cy reproduces the illustration of 
the fashion advertiser, but adapts 
its copy for Conmar promotion. 


@ The agreement between Con- 
mar and participating advertisers 
in running the series involves no 
conflict between Weintraub and 
various agencies involved for 
clients with fashion merchandise. 
Each agency places its ad sepa- 


rately, the only negotiation in- 
volved being the exchange of 
original art work. 

In the March 15 issue of Vogue, 
Conmar and Sacony suits, made 
by S. Augstein & Co., are combined 
with identical illustrations for 
headlines which read “Sacony 
Suits of Palm Beach” on the Aug- 
stein page, and “Tailored with 
Conmar Zippers” on the facing 
page. Morton Freund Advertising 
Agency handles the Augstein ac- 
count. 

The campaign has been sched- 
uled for full pages in Charm, 
Harper’s Bazaar, Mademoiselle, 
Seventeen, the New York Times 
Magazine, and business papers. 


Frankenmuth Brewing Signs 
Van Patrick's Sport Show 


Frankenmuth Brewing Co., 
Frankenmuth, Mich., has signed 
to sponsor “Van Patrick’ s Sport 
Scripts” on WJR, Detroit, for 
Frankenmuth Premium Dry beer 
and Old English ale as part of an 
accelerated ad program. The show 
is being aired Monday, pegnaatey 
and Friday from 6:30-6:45 p. m., 
starting March 20, It will be sup- 
plemented by another sports show 
on WFDF, Flint, Mich., plus spots 
and chain breaks on several up- 
state stations. One minute spots 
are scheduled on WJBK-TV and 
WXYZ-TV, Detroit. 

In addition, a continuous news- 
paper campaign will run in Detroit 
and other key cities. The company 
also announced it will increase its 
outdoor advertising. Ruthrauff & 
Ryan, Detroit, is the agency. 


Appoints Metcalf Agency 


The New England Lacquer Co., 
manufacturer of cable coatings 
and other lacquers, has appointed 
George T. Metcalf Co., Providence, 
R. I., to direct a new trade publi- 
cation campaign during 1950-51. 
Sales helps and direct mail are 
also included in the new cam- 


paign. 


Mechanical Water Clock 


1360 A. 


D. 


The mechanical water clock represented the 
first use of the geared wheel principle. The 
water tank (center) emptied slowly and was 
pulled upward by counterbalance weights. 
Dial on the top was a calendar with the arrow 
moving one notch forward every twenty-four 
hours. At the right is the alarm mechanism. 


As the water tank moved up, the axle tripped 
the trigger on the right, releasing the weight. 
When the weight dropped it revolved the 
pulley at top and the attached striker rang 


the bell. 


Courtesy of the Museum of 
Science and Industry 


MATRIX 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


bey 
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The Creative Man? Corner 


A credit jeweler in the vicinity vouchsafes to this Corner 
the fact that the two best selling seasons in the watch busi- 
ness are Christmas and Graduation. Sort of in-between but 
not too far above the average are Father’s Day, Back to 
School and Easter. 

But comes the first week of Lent—when everybody but the 
cheese and macaroni people tighten their belts—and Elgin 
busts out with a spread in two colors in The Saturday Eve- 
ning Post. 

Now you can’t pick up such space for peanuts, as any space 
buyer will tell you. (Approximate cost, according to a 
friendly space buyer, is $27,300—plus, he warns, production.) 
So, on closer inspection, the Corner suspects that Elgin just 
possibly didn’t even know this ad was gonna run. The Cor- 
ner can readily imagine some underpaid guy in the agency, 
yearning to be a copywriter, sitting down after hours and 


writing this ad and putting it through all on his own—the 
way a frustrated ferryboat captain, every now and then, will 
try to make Le Havre instead of Jersey City. 

Because—well, read that headline, “Styled for the young 
and the young in heart.” Ever heard it before? That’s just 
the kind of headline some ambitious youngster would pick 
up out of an old textbook. Copy starts out the same way. 
“Whether you’re sixteen or sixty and young in heart, these 
brilliantly styled new Elgins will thrill you.” And so on, up 
to the consensus of the Youth Panel—which is given, with all 
the aplomb of an egg being dropped into a frying pan, as, 
“Elgin’s All-American Youth Series is beautifully styled.” 
Not even an exclamation point. 

And certainly nobody who had bumped up against any of 
the hard facts would ever stick in a line that says: LOOK 


AHEAD! WHAT AN OPPORTUNITY NOW TO BUY 
GIFTS ...FOR BIRTHDAYS, ANNIVERSARIES, EASTER, 
GRADUATION! 


No, this is typical of youth and inexperience—which alone 
could imagine Mr. and Mrs. America running breathlessly 
into the jewelry stores of the nation with old reticules and 
paper bags and buying Elgins like mad in order to have ’em 
on hand just in case somebody’s birthday or graduation hap- 
pens to pop up unexpectedly. 

Wonder if the guy ever got found out? 
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Comics Publishers 

Will Aid Public Schools 

An effort to encourage “grass 
roots” participation by parents in 
the nation’s public schools will be 
launched by comics magazines, it 
has been announced by Henry 
E. Schultz, executive director of 
the Association of Comics Maga- 
zine Publishers. 

First step in the program, he 
said, will be the printing of a di- 
rect appeal to children and adults. 
Designed to support the objec- 
tives of the National Citizens 


Commission for the Public Schools, 
the initial effort will be a full 
page, in comics style, carrying the 
commission’s slogan, “Better 
Schools Make Better Communi- 
ties.” 


Dunlop Promotes Hallonquist 


J. E. Hallonquist has been ap- 
pointed sales manager of the tire 
division of Dunlop Tire & Rubber 
Goods Co., Toronto. He was form- 
erly divisional manager for the 
company in Calgary. He will now 
make his headquarters in Toronto. 


Tae TELEGRAM 


TORONTO, CANADA 


is pleased:to announce 
the appointment 


of 
(MARA & ORMSBEE, INC. 


270 MADISON AVE., NEW YORK 
as 


EASTERN U.S. ADVERTISING REPRESENTATIVES 
Effective APRIL 1, 1950 
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90,000,000 persons. 
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5 “Details of each plug are relayed 
fo you in advance. You know be- 
prehand what they are going to 
ay about your product. If accept- 
ble to you, into the script it goes. 
used, an air check (in the form 
a recording) is forwarded to 
ou. Only after the proof of per- 
prmance is in your hands are you 
lied.” 
To show what he had delivered 
or his clients, Mr. Faggen included 
ppies of sample scripts. For ex- 
mple, this gag Joan Davis (who 
ts paid by Roi-Tan cigars) built 
ound I. W. Harper: 
Joan Davis—Well, my name is 
oan Davis. What’s yours? 
Southern Belle—Lulabelle Har- 
r. You know, we Harpers are the 
ristocrats of the South; you might 
y that we’re the bourbons. 
Joan—Yes. I know your uncle, 
W. Harper. We’ve been out to- 
ther many times. 
Southern Belle—I think you’re 
ust spoofin’ little ol’ me—but if 
ou-all don’t believe me, if you 
jon’t believe me I can give you 
proof. 
Joan—Yeah, I’ll bet it’ll be 100 
proof. 


And another by the same lady 
for Eversharp: 

Joan Davis—You know, Mr. 
Moore, I have an idea for an out- 
side business for Al Jolson. I think 
he oughta sell Eversharp pencils. 

Mr. Moore—Jolson? Selling Ev- 

rsharps? Why? 
Joan—Well, he’s the only one 
ho’ll be around long enough to 
really guarantee them—not for 
years, not for life, but forever. 


s Bing Crosby, sponsored by 
hesterfield, worked Roma wine 
into a script in a less subtle 
manner: 

Bing Crosby—Don’t go. Do not 


go! 
Peggy Lee—Why not? 
Bing—It’s a trap. I know how 
this fellow operates. He gets you 
up into his hotel room under false 
pretenses; he gives you a great big 
build-up, calls room service to 
send up a bottle of Roma wine, 
showers you with attention, and 
then—before you know it—he 
strikes. ‘ 

Peggy—Oh, no. 

Bing—yYep. Before you know it, 
you’ve signed an order for three 
hundred Christmas cards. 


= Bob Hope, who is said to be a 
favorite of the free plug peddlers, 
figures in three of the script ex- 
cerpts on the Faggen promotion 
piece, one each for Philip Morris, 
Van Camp’s pork and beans and 
Eversharp. 


letter was a reprint of an editorial 
'from ADVERTISING AGE (Jan. 30), 
| which suggested that “aggressive 
‘forward action, applied promptly 
) and ‘efficiently, is essential to 
' maintaining position in a market 
' where change is the one thing 


| that’s sure.” 
[So far as can be determined, 


| no permission to reprint this ed- 
| itorial was sought by Mr. Faggen.] 


In Hollywood last week, Mr. 
Faggen declined to give AA a list 
of his clients. While he was in 
New York, however, they included 
the manufacturers of Pall Malls, 
Lifebuoy and Revlon, plus such 
personalities as Al Jolson and Bing 
Crosby. 


Included also with the promotion ; 


As might be expected, he is a| 


staunch defender of his plugs and 
says that most of his clients who 
use them are big advertisers. If 
the product mentions are properly 
placed, he says, they enhance the 
show by furnishing realism. 

And he sees no conflict between 
the hidden plugs and the program 
sponsor, although he admits that 
plugs which are just dragged into 
the script “hurt the show and hurt 
us.” 

Agencymen who have worked in 
Hollywood, where most of the 
mentions work their way into 
scripts, disagree somewhat as to 
who is responsible. Some radio 
executives say writers, who get 
paid for their pains with cases of 
liquor or electric appliances, are 
the primary offenders. 

Others feel that the stars—and 
particularly the high-paid, high- 
rating ones—are right in there 
pitching, singly or along with their 
writers, for what they can pick up 
in the way of free loot. 


ew In general, agencies feel that if 
the gag is funnier because it’s an 
Eversharp pencil rather than just 
a pencil, everybody is being true to 
the man who foots the bill. Drag- 
ging the brand name mention in 
by the heels (and for no real 
reason other than small-time graft 
for somebody on the show) is 
something else, they think. One 
agency producer pointed out that 
such plugs frequently are inserted 
at the last minute and without 
anybody’s approval. 

“If the sequence is clever, no- 
body objects,” one radio director 
said. 

“Jimmy Durante got a big laugh 
a couple of weeks ago out of the 
line—I just flew in on my 
Hallicrafter.’ 

“But if it’s put in just to get a 
trade name mention, everybody 
has a slight sense of guilt. And to 
make matters worse, the watch or 
the liquor, or whatever, is never 
as good or as expensive as it was 
supposed to be.” 


a There are in Hollywood several 
other organizations specializing in 
probing radio, movie and news- 
paper columns for plugs for prod- 
ucts at a fee, including Adolph 
Wenland, Universal Advertising 
and Walter Klein. 

Advertisers are required to 
furnish agents with liberal sup- 
plies of their products. The custom- 
ary practice is to offer writers 
several cases of whisky plus a 
selection of products from list of 
clients represented by the agent. 

Fees collected by the agents re- 
portedly average $200 to $250 for 
radio, $500 for movies. Sometimes 
a show or movie producer shares 
in the “loot” to keep knowledge of 
the tie-in from stars who frown on 
the practice. 


ws The service, developed in recent 
years, originated in the film busi- 
ness more or iess on the basis of 
merit. As the possibilities became 
apparent, so did the ability of 
some agents in getting products 
mentioned in return for substan- 
tial annual fees. 

The practice has developed to 
a “bribery” stage in many cases. 
For example, some writers demand 
to see lists of products and cash 
offered—and agents’ offers have 
gone as high as an automobile. 

One agent is now setting up a 
list for newspapers, offering to 
furnish merchandise at 15% of 
cost for prize contests. He also 
asks a fee ranging from $100 to 
$500, the advertiser benefiting by 
mention of his product in the con- 
test. 


Mayers Does Sears Spots 


Mayers Co., Los Angeles agency 
—and not Roche, Williams & 
Cleary, as AA implied March 20— 
is the producer and places the 
television spots currently used by 
Sears, Roebuck & Co. in several 
cities, 


ANNIVERSARY PORTRAIT—A silver anniversary portrait and a scroll containing 


donors’ names is presented to Edward L. 


Greene (right), general manager of the 


National Better Business Bureau, by Phillips Wyman, publisher of Redbook, with Ray 
P. Clayberger, president of the bureau and secretary-treasurer of Calkins & Holden, 
Carlock, McClinton & Smith, witnessing the event. 


Gordon & Rudwick Partners Split; Katz 
and Peck Agencies Take Major Accounts 


New YorK—Joseph Katz Co. 
and Peck Advertising Agency will 
be the chief agencies to receive 
new business from liquidation pro- 
ceedings now in progress at Gor- 
don & Rudwick, according to of- 
ficers of that agency. The agency 
is going out of business due to a 
split which will take its partners 
and principal officers to the Peck 
and Katz agencies. 

News of the split first became 
official with the announcement 
that Melrose Corp., a subsidiary 
of Schenley Industries, had 
switched from Gordon & Rudwick 
to Peck Advertising Agency for 
the entire line of Melrose whiskies 
and gins (AA, March 20). 

Roy U. Gordon, president of 
Gordon & Rudwick, will accom- 
pany the Melrose account to the 
Peck agency. Alfred Moss, Gor- 


don & Rudwick account executive, 
and Harold S. Longman, copy 
chief, will also move to Peck. 


s Marvin Ira Rudwick, vice-pres- 
ident, wil join the Katz agency as 
an account executive. Louis Cot- 
tin and John J. Gronfein, both 
of whom have been account ex- 
ecutives with Gordon & Rudwick, 
will be named by Katz to similar 
positions. 

Charles H. Furey, Gordon & 
Rudwick director of radio and tel- 
evision, and talent buyer, will 
open his own office as a consult- 
ant on television and radio, at 
730 Fifth Ave. here. 

A. L. Rachleff, Gordon & Rud- 
wick vice-president; Andrew G. 
Pallag, media director, and Robert 
S. Smith, art director, have not 
announced their future plans. 


Don’t Blunt Vigor 
of the Copywriter, 
Watkins Suggests 


CLEVELAND—Conceding that copy 
testing often provides useful 
guides, Julian L. Watkins, vice- 
president, H. B. Humphrey Adver- 
tising Co., Boston, warns against 
letting it blunt the creative vigor 
of the copywriter. 

Copy for Toni home permanent 
waves, he told the Women’s Adver- 
tising Club, underscores his warn- 
ing. According to copy testing re- 
sults, the primary appeal of the 
Toni product should be the low 
price, Watkins said. 

“However, an advertising man 
had a hunch—and I beg you to 
note the word hunch—that ‘Which 
Twin Has the Toni?’ would be a 
more remember-able line,” he said. 
“Surely, no one would care to quar- 
rel with the success of the ‘Which 
Twin’ advertising.” 


a“Take inspiration from advertise- 
ments that are good, not from old 
ads just because they are old, or 
from new ads just because they’re 
new,” Watkins said. 

Amplifying this advice, Watkins, 
who recently authored the book, 
“The 100 Greatest Advertisements” 
(AA. Feb. 20), pointed out what 
may be learned from examples of 
great copy. 

He listed as the copywriter’s 
three chief tools—imagination, sin- 
cerity and courage. 

He urged copywriters to keep 
their eyes on the current cam- 
paigns that, while young, already 
look like advertising classics. In- 
cluded are campaigns for Life Sav- 
ers, Cannon Towels, the Ford 
series, Lord & Taylor fashion series, 
Pullman and Swiss Watchmakers 
Association advertising, Amm-i- 
dent and Wonder bread. 

For fresh appeal and persuasive 
use of television, Watkins cited 
the U. S. Tobacco Co.’s use of tele- 


vision commercials on its Martin 
Kane show and also the well- 
integrated advertising of the Dave 
Garroway show. 


Whitehall Is Third 
Antihistamine Maker 
to Feel FTC’s Ire 


WasHINGTON—A third antihist- 
amine manufacturer—W hitehall 
Pharmacal Co., New York—be- 
came involved in FTC’s drive on 
“cold cure” ads Friday. Others 
were reported under investigation. 

FTC’s complaint against White- 
hall, maker of Kriptin, was virtu- 
ally identical with the complaint 
issued earlier in the week against 
Anahist Co. and Bristol-Myers 
(see story on Page 22). 

The commission claims it is false 
and misleading to advertise that 
the products are “adequate and 
competent treatment and cure for 
the common cold and its manifes- 
tations.” Commission experts say 
the complaints would not apply 
to antihistamines promoted merely 
as a “relief” for the unpleasant 
symptoms of a cold. 


WLW ‘Bonus Time’ Is 15% 
for Fewer than 10 Weeks 


In announcing its plan of sum- 
mer radio and TV time bonuses 
(see story on Page 27), Station 
WLW said that for new accounts 
who broadcast any time between 
April 1 and Sept. 30 for less than 
ten weeks, the station would sup- 
ply 20% in added time as a bonus. 

However, the 20% bonus applies 
only to new accounts broadcasting 
between April 1 and Sept. 30 for 10 
to 22 weeks. New accounts on the 
air for fewer than 10 weeks in that 
period receive a 15% bonus. 


Buys 2.5 Billion Matches 


Hunt Foods Inc., which used 
about 1 billion book matches in 
its advertising drive last year, will 
use 2.5 billion in its 1950 campaign. 


Leo Burnett Shifts 
Personnel; Bland, 
McClelland Added 


Cuicaco—Leo Burnett Co. has 
transferred the functions of time 
buying, facilities and contracts 
from the broadcasting department 
to the media department, under 
the over-all supervision of Arthur 
A. Porter, manager of the media 
department, according to William 
L. Weddell, agency vice-president 
in charge of broadcasting. 

The shift, expected to better in- 
tegrate media activity in market- 
ing plans, has resulted in a num- 
ber of personnel additions and 
shifts. 

Marian Rice, formerly continui- 
ty and traffic manager in the radio 
department, is being named ex- 
ecutive assistant to the director of 
broadcasting. In the performance 
of her new duties, Mrs. Rice will 
coordinate the affairs of the 
broadcasting department, super- 
vise all non-executive personnel 
and in general act as department 
manager. 


@ Lee Bland, formerly with Sta- 
tion WCCO, Minneapolis, and the 
Columbia Broadcasting System, 
has joined Burnett as assistant 
director of broadcasting. 

Clair Callihan has been placed 
in charge of both AM and TV pro- 
duction in Chicago, and will co- 
ordinate AM and TV production in 
the agency’s Los Angeles, New 
York and Chicago offices. 

William J. MclIlvain, the agen- 
cy’s radio and TV representative 
in New York, has been appointed 
New York broadcasting manager. 

Betty Good of the Chicago con- 
tinuity and traffic department, 
has been named acting manager of 
the department. 

Gilbert McClelland, formerly 
Mutual Broadcasting System pro- 
motion manager, has joined Bur- 
nett as promotion manager of the 
broadcasting department. 

Verne Burnett Jr. has been 
made assistant promotion man- 
ager. 


a E. G. Eisenmenger has been 
transferred to the media depart- 
ment as head of the time buying 
division. 

Under the new setup, the broad- 
casting department will concen- 
trate on time and talent negotia- 
tions; client and talent contact; 
coordination of radio and TV copy 
with the agency’s creative depart- 
ments; creative and production su- 
pervision and direction of all ra- 
dio and video shows, and network 
program promotion. 

The media department’s time 
buying division will be responsible 
for spot time and talent buying 
and recommendations; radio net- 
work, spot and talent estimating 
and contracting; cost analyses and 
breakdowns, and radio and TV 
network and spot coverage analy- 
ses. 

Beginning April 10, Pillsbury 
Mills will take over sponsorship 
of the first quarter-hour of the 
Arthur Godfrey morning show. 

And with the appointment of 
Burnett by Mars Inc. (see story 
on Page 21), the agency will take 
over the Mars portion of “Howdy 
Doody.” 


ABC Arranges for Loan 
of $2,500,000 for Year 


American Broadcasting Co. has 
entered into a standby-loan agree- 
ment with New York Trust Co., 
under which it has a commitment 
for $2,500,000 extending for a 
term of one year, it was announced 
last week by Robert E. Kintner, 
president of the network. 

“If radio and television are to 
expand their influence as still 
greater media of advertising,” 
said Kintner, “it is important that 
extensive credit be available to 
take full advantage of all favor- 


able opportunities as quickly as 
they may present themselves.” 
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McGraw-Hill Executive 
Committee Is Renamed 


The executive and finance com- 
mittee of McGraw-Hill Publishing 
Co., New York, has been renamed 
the executive committee. Its mem- 
bership is the same, except that 
James H. McGraw Jr., who re- 
cently resigned as company presi- 
dent, is no longer on the commit- 
tee. 

Members of the committee are: 

Elliot V. Bell, chairman of the 


board of editors of Business Week, 
chairman; Curtis G. Benjamin, 
president, McGraw-Hill Book Co.; 
Col. Willard Chevalier, executive 
vice-president, McGraw-Hill Pub- 
lishing Co.; Eugene S. Duffield, 
senior vice-president; J. A. Gerar- 
di, secretary-treasurer; Henry G. 
Lord, vice-president; Curtis W. 
McGraw, president; Donald C. Mc- 
Graw, vice-president in charge of 
manufacturing and _ production; 
and Paul Montgomery, publisher 
of Business Week. 


Do you know how 


SAN DIEGO 


ranks with 


Population 


Atlanta, Ga. . . 442,294 
Birmingham, Ala. 407,871 
Dallas, Tex. . . 342,046 
Denver, Colo.. . 384,372 
Indianapolis, Ind. 460,926 
Louisville, Ky. . 420,216 
Memphis Tenn. . 305,510 
Providence, R. |. 431,917 
’ Rochester, N. Y. 381,373 
St. Paul, Minn. . 331,570 
Seattle, Wash. . 407,630 
Toledo, Ohio . . 341,663 


SAN DIEGO, CALIF. 425,361 


All population figures are for City 
Zone and are taken trom SRDS 
Consumer Markets 1949-50 Edition 


San Diego 
UNION and TRIBUNE- SUN 


- Morning, Evening and Sunday | 
in California's New Major Market. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


New York « Detroit + Chicago + Denver Seattle» Portland San Francisco*Los Angeles 


Do you know that San 
Diego is an isolated, con- 
centrated market, 125 
miles away from Los 
Angeles... that San Diego 
has its own wholesale and 
jobbing channels... that 
its people and its distri- 
bution system must be sold 
locally! 


The San Diego Union and 
Tribune-Sun offers the 
one best way to cover this 
big, busy market thor- 
oughly at low advertising 
cost, Ask the West-Holliday 


man. 


Inc. 


Cleveland Panel Shows 
Buying Habit Changes 


Reports on Full-Year 
Grocery Buying of 500 
Families in the Area 


CLEVELAND—The Cleveland Press 
has released its second annual 
Cleveland Consumer Panel report, 
containing data on sales volume, 
brand share of market, place of 
purchase, brand loyalty, etc., for 
26 basic grocery classifications. 

The first report provided buying 
data on products during the full 
year from October, 1947, through 
September, 1948. The current 
printed report covers the period 
from October, 1948, through Sep- 
tember, 1949. Almost all data for 
both years are comparable. 


# Information in the reports is 
based on a consumer panel of 
500 families in Cuyahoga County, 
selected on a quota sample basis. 
Five stratifying factors were used 
in establishing the quotas: Ge- 
ographic location; type of home; 
family size; race or nationality of 
family head, and economic level 
based on rental values. 

In addition to the basic 500 panel 
families, an additional 100 families 
keep the required diary reports in 
case panel replacements are neces- 
sary. The entire operation is con- 
ducted By the bureau of business 
research, Cleveland College of 
Western Reserve University. 

The 104-page book contains 
charts showing a month-by-month 
record of family purchases under 
the following classifications: Bak- 
ery products, beverages, cereals, 
canned goods, spreads and shorten- 
ings, frozen foods and soaps. In 
August, 1949, four additional types 
of products were added: House- 
hold waxes; laundry starch; dog 
food, and puddings and pie fillings. 


ws In each of the general classi- 
fications are pages devoted to spe- 
cial groups of products. The bakery 
products grouping, for example, 
contains data on all-purpose flour, 
pancake flour, biscuit mix, pie 
crust mix, etc. 

For each product, information 
is provided on number of units 
bought, month-by-month, the net 
number of families buying each 
month, stores in which the pur- 
chases were made and the per- 
centage of total sales made by 
each brand in the commodity 
classification. 


es Some of the more interesting 
data: 

Chains accounted for slightly 
less than two-thirds of the grocery 
volume in the county, although 
there is a wide variation in in- 
dividual products (chains sell 
about 74% of the pie crust mix 
and only about 22% of the white 
bread—but these are extremes). 

Fisher, a local chain, sold about 
28% of the total purchases, A&P 
about 26% and Kroger about 8%, 
the remainder being made through 
independents and smaller chains. 

More significant is the fact that, 
with very few exceptions, the 
combined totals of the three chains 
mentioned have dropped on a “per 
cent of field” basis. Fisher, for 
example, averaged about 31% of 
the purchases on the first report 
and 28% on the current report. 


s Until a little more than a year 
ago, the only concerted competi- 
tion which the chains had in 
Cleveland was from the local Pick- 
N-Pay supermarkets. Now the 
larger chains must meet two new 
thriving voluntary chains, Food- 
town and Bi-Rite. 

. All-purpose flour purchases 


continued downward. Gold Medal 
sold 44.8% of the total; Sapphire 
was second with 18.3% and Pills- 
bury third, with 18%. 

. Aunt Jemima led the pan- 
cake flour classification with 43.1% 
of the sales, a decline from 52.4% 
last report. Pillsbury was second 
with 25.2%, up from 17.5% last 
time. 

. . Bisquick led the biscuit mix 
group with 71.3%—68% on the last 
report. Pillsbury was second with 
17.4% and Sapphire, which held 
second spot on the last report 
with 17.8%, dropped to 8.1% this 
time. 

. Pie crust mixes lost about 
10% in volume. Flako, the leader, 
dropped from 39.1% to 33.2%. 
Pillsbury jumped from 15.9% to 
29.6% on the current report. 
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Crustquick, last year’s ne wcome, 
jumped from 5% to 18.9%. 

and Good Luck dropped, and othe 
brands seem to be disap pearing 
from the market. ; 


= Duff led the cake mix field wi, 
27.6% —30.7% last time. Swam 
down was up from 12.4% to 17§§ 
Dromedary moved from 22.6% % 
16.6%. Pillsbury, on the marke 
eight months, corraled 15.3% 
the 12-month total. 

. White bread sales continug 
downward, but appear to be leyg. 
ing off. Ward’s moved up frgp 
19.4% to 22.2%. Other brands be 
well behind. 

...Coffee volume wag 
slightly. Eight O’Clock moved ) 
from 16.7% to 17.3% of the tom 
share. Four Roses dropped from 
14.5% to 11.2%. Maxwell Hote 
was up from 6.9% to 9%. Hills 
Brothers, Chase & Sanborn ang 
Beech-Nut wound up in fifth, 
ninth and tenth positions, respec. 
tively. 

. Instant coffee sales were up 


IT'S EASY, 
IF YOU ~ 
KNOW HOw! 


Wis don’t have to jump to any hazardous conclusions to 
determine what station is really outstanding in the Shreveport 
area. KWKH’s superior experience and programming Know- 
How produce statistical proof of leadership! 


KWKH’s Clear-Channel, CBS signal comes in strong and clear 
in hundreds of booming Mid-South counties. . .. New BMB and 
mail-pull figures prove that KWKH is an outstanding favorite 


throughout these rural areas! 


Shreveport Hooperatings (Dec. ’49-Jan. ’50) tell the same story 


of KWKH?’s urban superiority: 


KWKH gota 70.9% greater Share of Audience 


than § Second Ranking Station, for Total Rated 


Periods! 


KWKH was first, weekday moreings, by an over- 


whelming _ 118.9%. 


Let us send you all the facts — today! 


KWKH 


SHREVEPORT LOUISIANA 


The Branham Company, Representatives 
Henry Clay, General Manager 
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weome Where Groceries are Sold in Cleveland Area 
he Jitty 12 months ending Sept, 1948 12 months ending Sept. 1949 
Nd other 
SIFICATION Fisher A&P Kroger Others Fisher A&P K Others 
) Dearing 4 35.1 261 101 28.7 2.7 276 8&7 34.0 
: 36. 218 142 280 34 265 86 265 
246 95 317 30.0 249 85 366 
35.4 13 272 341 302 91 264 
35.0 93 282 25.9 1 114 326 
326 124 26.0 217 339 82 362 
Wang. Not Available 24.6 8 109 317 
O17Gm Bputfin Mix... 26.2 412 69 257 206 34 93 337 
. » Mither Prepared Mixes ..... 196 319 95 39.0 16.6 0 98 416 
2.69 Tisting Powder ........... 34.3 267 82 308 2.9 310 83 348 
market EGreRd .coscccceecs 95 55 53 79.7 97 74 45 784 
+ |.  —eeeererrss 308 273 81 338 22 275 65 37.8 
3% a Miesont Coffee ........... 39.3 210 50 347 30.0 296 50 354 
Beery earpeteehy 34.3 248 78 332 299 270 69 362 
We Med Cereals ............. 348 252 Ul 289 337 271 #79 313 
Mtinued Waot Cereals ......-..-..- 32.3 272 10.7 298 30.6 29.2 89 313 
eee 315 263 102 320 317 254 83 346 
CVE rms Gaby Food ........ 284 330 i2 27.4 24.0 323 80 357 
P frop 416 250 127 20.7 35.8 29.5 82 26.5 
ds wank Weasmd Fruit Juices ....... 39.9 229 109 263 368 229 89 314 
SME oc occccoccncocne 369 12 8&3 436 364 133 7.0 433 
328 271 #91 310 30.7 285 100 308 
ran UL Mpportening ... 298 253 104 345 30.3 253 84 36.0 
aS ip Been Vevetables 300 179 81 440 249 212 64 475 
Ved p> BBrozen Fruits & Juices....35.9 28.4 45 312 25.4 22.9 88 429 
ndry Bar Soaps ....... 293 301 98 308 35.0 250 7.0 33.0 
e toll §=BPt Cake Soaps ........ 310 249 98 343 30.0 252 7.5 37.3 
1 from  Wpackaved Soaps .......... 30.9 215 76 40.0 30.2 216 67 415 
Hous  [pothetic Detergents... 291 215 WS 386 326 207 78 389 
Ouse ing Powders ......... 33.3 262 78 327 30.1 268 7.9 352 
a ee a a 
n and eee es oreey 213 196 47 544 198 174 47 581 
fifth, . errr 311 25300 «(8 3K yg ey 
espec- or Loss 
ere up ore than regular coffee. Nescafe | (18.6%), Palmolive (12%), Lux 
creased its lead from 72.3% to| (10.4%) and Camay (10.1%) led 


6%. Next were Borden (7.8%), 
(4.3%) and 


Cold cereal volume was down 
m the previous report in all 
onths. Each of the major brands 
d about the same percentage as 
time. Leaders were Kellogg Co. 
ith 36.2%; General Mills with 
2%; Quaker with 11.9%; Post 
ith 8.7% and National Biscuit 
ith 4.7%. 

Biggest single seller was General 
ills’ Cheerios, with 12.7%; in 
ond place was Kellogg’s corn 
akes, and Kellogg’s Rice Krispies 
was third with 10.6%. Wheaties 
dropped from first place and 12.6% 
of the package sales to fourth posi- 
tion and 10.2% of the sales. 

. Canned baby food gained 
both in families buying and the 
quantity bought. Beech-Nut con- 
tinued well out in front with 45%, 
ollowed by Gerber (18.1%), Heinz 
(15.5%) and Clapp (14.3%). 


Butter registered an outstanding 
ain in both net families and 
unds purchased. An average of 
3% of panel families each month 
ught an average of 1,177 pounds 
f butter. The previous report 
showed 76% buying an average of 
972 pounds. Golden Roll led with 
8% of total pounds bought and 
and O’Lakes was second with 
16.2%. 

. . » Margarine lost some of the 
ound it previously gained. from 
butter, but the loss was not as 
uch as butter’s gain. However, 
he legal introduction of colored 
margarine took place on Dec. 7, 
1949 (after the report was com- 
piled). And margarine sales in De- 
cember (not shown on the report) 
zoomed to a new high. Curiously, 
butter sales in December also 
reached a new peak. 

Swift’s Allsweet increased its 
lead from 38.3% on the first report 
to 42.2% on the current list. Blue 
Bonnet was second with 8.9%; 
Fisher’s luncheon spread third 
with 8.5%; Delrich fourth with 
8.2%; A&P’s Nutley fifth with 8% 
and Parkay sixth with 7.4%. 


# Shortening sales were up, par- 
ticularly Crisco, Spry and Swift- 
ning—which together account for 
78.3% of the purchases. The stand- 
ings: Crisco, 46.4%; Spry, 23.9%, 
and Swiftning, 8%. 

. . . The curve on frozen fruit 
juice sales looks like the path of 
a V-2 bomb. In September, unit 
volume of frozen fruit juice con- 
centrates was seven and a half 
times as much as frozen fruits. 
Birds Eye and Snow Crop were 

| neck and neck early in the year, 
but Snow Crop later moved 


well ahead. Minute Maid and Old 
South came in strong later in the 
year. 

... Ivory (22.7%), Sweetheart 


the toilet cake soap roster. How- 
ever, the month-to-month fluctua- 
tions sometimes were violent. For 
example, Sweetheart jumped from 
14% in April to 25.7% in May, and 
Palmolive soared from 9% in Au- 
gust to 18.5% in September. 


ws In the non-personal soap classi- 
fications, only the detergents 
showed a gain. Greatest losers 
were packaged laundry soaps. 
However, the packaged laundry 
soaps still are well ahead of the 
detergents and the trend lines of 
the two have, at least temporarily, 
ceased to draw closer together. 

Packaged soap leaders: Oxydol, 
20.9%; Rinso, 14.1%; Duz, 10.7%; 
Quick Arrow, 9.4%, and Super 
Suds, 7.7%. 

Detergent leaders: Tide, 42% 
(33.3% last report); Fab, 15.9%; 
Vel, 11.5% (19.4% last time) and 
Dreft, 8.5% (18.3% last report). 

In continuing the Consumer 
Panel reports, the Cleveland Press 
has not discontinued its Cleveland 
Home Inventory, which provides 
a measurement of grocery prod- 
ucts, toiletries, apparel, appliances, 
home furnishings and automotive 
information. The 12th such inven- 
tory will be published early next 
spring. 


Medical Group’s PR 
Fight to End in ‘50 


CuiIcaGo—The American Medical 
Association battle against the gov- 
ernment’s compulsory medical in- 
surance program will be over this 
year, according to Leone Baxter 
of Whitaker & Baxter, public re- 
lations organization directing the 
AMA program. 

Speaking at a luncheon meeting 
of the Chicago chapter of the Pub- 
lic Relations Society of America, 
she added that the AMA would 
continue to build a sound public 
relations base in order to deflect 
future blows. 

The 1950 AMA public relations 
budget will total about $3,000,000. 
About half of the total, she told 
the PRSA chapter, will go to news- 
Paper, magazine and radio adver- 
tising. 


New Coleman Department 
to Handle House Organs 

Coleman Co., Wichita, Kan., 
manufacturer of lamps, lanterns, 
oil heaters and other products, has 
established a publications depart- 
ment, directed by Catherine Cole, 
to handle production of its three 
house organs. The publications in- 
clude “Coleman News,” for deal- 
ers, “Coleman Heating News,” for 
distributors and dealers in home 
heating equipment, and “Coleman 
Spot-Lite,” employe magazine. 

H. W. Ebendorf, assistant adver- 
tising manager, who has edited the 
external publications, will devote 
full time to promotion of the com- 
pany’s 50th anniversary. 
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This Thursday, 
Retailing Daily winds up 
the Ist quarter of 1950 


with the most 


advertising linage 


and highest circulation 


of any quarter in its 


20-year history! 


Retailing Daily 
AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, <overins: 


CURTAINS & DRAPERIES + FLOOR COVERINGS + CHINA & GLASS 
UPHOLSTERY FABRICS + LAMPS & LIGHTING - 
RADIOS, PHONOGRAPHS, RECORDS ~- TELEVISION 


FURNITURE & BEDDING - 
¢ GIFTS AND DECORATIVE ACCESSORIES - 
HOUSEWARES + MAJOR APPLIANCES - 


A Fairchild Publication - 7 East 12th Street, New York 3, N. Y. 
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Fair Traders 
Plan Lawsuits 
on Price Cutting 


New YorkK—This city, home 
sweet home of “I can get it for 
you wholesale” dealers, was rap- 
idly becoming a showdown battle- 
ground over fair trade last week 
for manufacturers and retailers, 
with both sides marshalling their 
forces. 

Following a week of relatively 
little action (AA, March 20) man- 
ufacturers opened up early in the 
week with notices to discount 
houses and department stores that 
they expect fair trade laws to be 
obeyed and intend to enforce them 
through legal action. Although 
price cutting has not been confined 
to electrical houseware items 
marked down by R. H. Macy, legal 
action would be based upon that 
department store’s lead in chop- 
ping prices. 


s Proctor Electric Co., Philadel- 
phia, was first to notify violators 
of its intention to enforce its rights 
under the fair trade laws. The 
announcement, made by Walter 
M. Schwartz Jr., president, was 
the first official statement of policy 
by an electrical manufacturer with 
fair-traded products hit by the 
Macy slash. 

Macy led off on its price war 
by dropping Proctor’s deluxe 
model toaster from $22 to $17.47 
and Neva-Lift iron from $14.95 
to $6.88 March 7, along with home 
appliances made by Landers, Frary 
& Clark, General Electric Co., 
Rival Mfg. Co. and Dormeyer Corp. 


Rival Mfg. Co., Kansas City, fol- 
lowed Proctor’s action by canceling 
all of its shipments to the metro- 
politan area until a policy decision 
could be made for its role in the 
controversy. 

Rival, with the help of New 
York legal aid, was making a spot 
study in New York before pro- 
ceeding. 


ws Later in the week, the sales 
division of General Electric’s ap- 
pliance and merchandise depart- 
ment at Bridgeport, Conn., sent 
a letter to its retailers enumerating 
GE appliances sold under the fair 
trade laws and asserting the com- 
pany’s intention to maintain its 
prices according to the law. 

General Electric suffered prin- 
cipally from a Macy bargain March 
7 when its steam iron sank from 
$17 to $14.36. Macy has been sold 
out of GE steam irons since a few 
days following the cut and has not 
restocked. 

A further development in the 
pricing war came later in the week 
when John W. Anderson, presi- 
dent of the American Fair Trade 
Council, told manufacturers they 
must choose between strict en- 
forcement or abandonment of fair 
trade agreements, in a bulletin is- 
sued to the council’s membership. 


s Mr. Anderson pointed out that 
Macy’s was attempting to compel 
manufacturers to enforce fair trade 
agreements with discount houses. 
He reminded council members that 
the issue has been brought to the 
surface, following the dissolution 
of the New York Council on Retail 
Trade Division, which was formed 
to study discount houses. 
Clarifying the council’s stand as 
an “educational” organization 
which does not “attempt any poli- 
cing operations in the trade,” Mr. 


(AA, March 13). 


Anderson said that each manu- 
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~The latest BMB report shows 
that WBNS has 187,980 families 
who listen to this station . . . a gain 
of 24,430. Just another indication 
that every day more and more 
central Ohio listeners tune in WBNS 
for entertainment, news and infor- 
mation. That's why WBNS delivers 
greater selling power for less 
money. ASK JOHN BLAIR. ith a7 
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115—Paine Furniture Co., Boston, whose 
ownership and management has re- 
mained in one family for four genera- 
tions, used this copy in four Boston pa- 
pers to relate the store's history and 
announce its 115th anniversary sale. 


facturer must decide upon the 
action his company will take. 


a In a letter to members of the 
National Appliance and Radio 
Dealers Association out today, 
Clifford Simpson, managing direc- 
tor of the association, said: 

“There is some justification for 
the Macy attitude on fair trade. 
This big New York store, located 
in the veritable hot bed of price 
cutting, holds the simple belief 
that fair trading is for all dealers 
and not just for them and a few 
others in New York. 

“Macy avers that they must 
compete with the discount houses 
which openly flaunt the fair trade 
laws. This condition has been 
brought about by the failure or 
neglect of some manufacturers to 
enforce their fair trade agreements 
as provided by law. To merely 
announce fair trading and then 
fail to enforce it is an insult to the 
intelligence of the dealer who 
would adhere to it. All good laws 
require rigid enforcement.” 

Mr. Simpson reported that his 
group has been considering the 
problem for some time and that 
definite progress has been made. 
He pointed out that more manu- 
facturers are recognizing the effect 
of discount selling upon their mar- 
keting schedules. 


Network TV Ratings 


February, 1949 
C. E. Hooper Inc. 


Texaco Star Theater (30 NBC cities) 65. 
Godfrey's Talent Scouts (9 CBS cities, eae 


Godfrey 
EE tei ce vavhe ee cons chubcatd a 
Stop the Music (18 ABC cities, Admiral, Old 


eries, General Mills 
Kraft TV Theater (18 NBC cities) 
Philco Playhouse (39 NBC cities).......... 
Lucky Strike Theater (13 NBC cities) 
Fireside Theater (16 NBC cities, Procter & 

DE nec atadadbarn ogi advises ces va ‘ 

Note: This is the last network top ten to be 
released by Hooper. This service in future will be 
sold through A. C. Nielsen Co. 


Willys-Overland Names Venn 
General Sales Manager 


William S. Venn, formerly a 
partner in Downtown Ford Sales, 
Indianapolis, has been appointed 
general sales 
manager of Wil- 
lys-Overland Mo- 
tors, Toledo. He 
succeeds How- 
ard O. Lund, who 
has resigned due 
to an extended 
illness. 

Before his con- 
nection with the 
prema gh a 
agency, Mr. Venn 
W. S. Vena was West Coast 
manager of Packard Motor Car 
Co. and northern California man- 
ager of Earl C. Anthony Inc., 
San Francisco Packard distribu- 
tor. In the ’30s he was general 
manager of Robert A. Smith 
Inc., San Francisco Chevrolet dis- 
tributor, and previously had been 


a district manager for Chevrolet. 


59 Former Program 
Hooperating Clients 


Buy Nielsen Service 


Cuicaco—As of Thursday, con- 
tracts for National Nielsen Radio 
Index services had been received 
from 59 agencies, advertisers, sta- 
tions, artists and program pro- 
ducers previously using Program 
Hooperatings, A. C. Nielsen has 
revealed. 

The contracts account for 71% 
of the total Program Hooperatings 
revenue, he said. 

He added that contracts have 
been signed by all but eight of 
the Hooper-subscribing agencies 
who handle one or more network 
programs, and by 12 organizations 
who currently handle or sponsor 
no network radio programs. In 
addition, two of the four networks 
and “many agencies and adver- 
tisers” have ordered Pacific Niel- 
sen-Ratings, he said. 


a “It is already obvious,” Mr. 
Nielsen said, “that when all of the 
‘ballots’ have been counted, sub- 
stantially 100% of the industry 
will be solidly behind our service.” 
Many of those signing up have not 
only purchased the Nielsen Ratings 
service, but have also purchased the 
complete Neilsen Radio Index serv- 
ice, he said. 

“TV Network Hooperatings” are 
not included in the figures, Mr. 
Nielsen explained, because for the 
present there has been no change 
in the form of service rendered, 
although the ratings are now 
owned by Nielsen. By fall, Nielsen 
expects to have enough Audimeters 
available to permit use of the elec- 
tronic recorder technique in the 
production of a national network 
TV service. 


NIELSEN TO GET IST 
‘UNIVAC’ COMPUTER 


Cuicaco—Following announce- 
ment last week that Remington 
Rand Ine. had taken over the 
Eckert-Mauchly Computer Co. of 
Philadelphia, it was learned that 
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the A. C. Nielsen Co., wong, 
largest marketing research opggy. 
ization, will receive the first Uj. 
vac machine delivered to a egg. 
mercial user. 

The Nielsen company }, 
worked with the inventors of fj, 
“electronic brain,” Dr. John ™ 
Mauchly and J. Presper Ecker 
former University of Pennsylyani, 
physicists, in developing a high 
speed electronic digital compute 
the purpose of which is to spegj 
up the tremendous volume 
mathematical computations jp, 
volved in the preparation of Nig. 
sen drug, food and radio indg 
services. 


a The cost of one of the 
electronic devices is $300,000, ang 
it was indicated by A. C. Nielsm, 
head of the company, that it wi} 
also exercise its option on a second 
machine following delivery of the 
first. The delivery date was digs. 
cussed last week in the Nielsen 
offices by Mr. Nielsen and his ag- 
sociates with Remington Rand ex- 
ecutives. It will be a number of 
months before the first Univac can 
be delivered. 

Mr. Nielsen said that he believes 
the acquisition of the Univac will 
not only enable the company to 
speed up delivery of its reports, 
but also to expand its markets by 
making it practicable to provide 
certain regional services not here- 
tofore available. 


‘McCall's’ Hits New High 

McCall’s advertised in seven- 
column newspaper space last week 
the fact that latest Audit Bureau 
of Circulations statements show 
it was the only women’s service 
magazine to make a gain in news- 
stand sales in the last six months 
of 1949. 

Average newsstand sale for the 
period was reported as 1,541,758, 
an increase of 78,558 over the same 
period in 1948, Increase in total 
circulation was placed at 210,441, 
for an all-time high of 3,937,386. 


Goldman Joins Huber Hoge 
Alfred Goldman, formerly with 
VanSant, Dugdale & Co., Balti- 
more, has joined the copy staff 
of Huber Hoge & Sons, New York. 


OF 
NATIONAL 


Advertisers 


NATIONAL ADVERTISERS ran 


828,170 more lines of advertising ‘ 


in The PASADENA STAR-NEWS 
than in any other Pasadena media. 


Of the 222 National Food Products advertisers using 


Pasadena media, 146 used The Star-News exclusively. 
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dvertising Age, March 27, 1950 


New YorK—The decline in ad- 
vertising linage hitting the maga- 
ine field generally in 1949 gets 
e blame for reduced profits, ac- 
ording to annual reports issued 
py several major publishers. 

Time Inc. reported a net in- 
come of $6,758,111, compared with 
1948 earnings of $9,008,721. The 
lower net chiefly reflected a drop 
of $2,710,218 in gross revenues 
from the 1948 record high of $130,- 
981,044. Net profits fell from $4.61 
o $3.46 a capital share. The de- 
rease in revenues was attributed 
principally to lower advertising 
inage (except in_ international 
ditions) and the 3% reduction in 
ife’s advertising rates. Circula- 
tions were at or near peak levels. 


McCall Corp. cited “unusually 
high promotion expenditures” in 
addition to linage decreases as 
auses of lower profits. Earnings 
n 1949 were $1,464,190, or $2.40 
share, compared with $1,928,062, 
or $3.16 a share the previous year. 
Net sales, including patterns, con- 
act printing, etc., totaled $34,- 
910,645 last year, as against $35,- 
196,028 in 1948. Circulations of 
McCall’s, Redbook and Blue Book 
hit their highest levels in history. 

Macfadden Publications’ net in- 
come in 1949 was $367,402, or 87¢ 
share, against a 1948 net of $422,- 
107, or $1.03 a share. Total opera- 
ting revenues were $14,721,514 last 
year, $14,846,498 in 1948. Gross 
advertising revenue last year was 
$6,535,270, compared with $6,931,- 
496 in 1948. Circulation revenue 
rose from $7,648,772 to $7,937,252. 
This gain, it was pointed out, was 
due not to higher sales but to 
increased newsstand prices. 
McGraw-Hill Publishing Co. and 
subsidiaries reported consolidated 
net earnings for 1949 of $2,737,196, 
equal to $5.89 a share, compared 
with a 1948 net of $2,663,247.56, or 
$4.72 a share, 


CBS Completes Color 
TV Case; RCA Shows 
Single-Color Tube 


WASHINGTON—The Federal Com- 
munications Commission began to 
emerge from its cumbersome color 
TV investigation last week, with 
one major  participant—CBS— 
closing its case, and waiving ad- 
ditional questioning. 

An important development came 
Thursday night when the long- 
heralded RCA direct view single- 
color tube was shown informally to 
commission members, who were 
“much impressed.” A formal dem- 


onstration will be made very soon. 

RCA, CBS and Color Television 
Inc. all have said that such a tube 
will make their own color tele- 
casting systems the best. 


= During his final appearance 
Tuesday, CBS President Frank 
Stanton said a quick decision 
would benefit everyone—the pub- 
lic, the broadcaster and the ad- 
vertiser. He predicted that color 
would boost TV circulation. 

“As advertisers are able to use 
the medium more profitably, the 
broadcaster will benefit, and the 
level of programs will be im- 
proved,” he said. 

Reporting tremendous public 
interest in color, he said several 
advertisers have already asked 
CBS for the privilege of being the 
first color sponsors. He said the 
advertisers are in fields where color 
will mean the most—food, textiles 
and appliances. 


a Dr. Stanton said his network 
would promote color aggressively. 
Within three months after color 


Major Magazine Publishers’ Profits, 
arnings Fall in ‘49; McGraw Net Up 


PHILADELPHIA—Gross operating 
income of Curtis Publishing Co. 
decreased slightly in 1949 from 
the previous year to $137,818,980. 
Net earnings were $5,185,942 in 
1949 as compared with $5,380,193 
in 1948. 

Advertising volume for the Cur- 
tis chain of magazines dropped 
about 4% but this was offset by 
an increase in circulation gross 
revenue, Walter D. Fuller, presi- 
dent, disclosed in his annual re- 
port to stockholders. 

Only Holiday showed an increase 
in advertising sales for 1949 over 
the previous year. Holiday’s gross 
ad sales were $3,897,037 for 1949, 
compared with $3,116,567 the pre- 
vious year (an increase of 25%). 
Average net paid circulation for 
this publication was 822,804 last 
year, compared.with 822,619 in 
1948. 


a Although Holiday operated in 
the red during 1949, many issues 
were in the black and the maga- 
zine has “now reached a point 
where it is a definite asset.” 

Gross advertising sales of The 
Saturday Evening Post for 1949 
were $58,243,169, compared with 
$60,801,185 for 1948. Post circula- 
tion last year increased from 3,- 
898,546 to 4,021,968. 

Ladies’ Home Journal gross ad 
sales for 1949 totaled $22,222,869, 
as against $24,224,265 for 1948. 
Average net paid circulation 
dropped slightly from 4,455,881 to 
4,451,445. 


a Country Gentleman gross sales 
for 1949 were $8,678,480, against 
$9,001,472 for 1948. Net paid cir- 
culation totaled 2,334,123 for 1949, 
compared with 2,338,060 for 1948. 
Jack and Jill average net paid 
circulation increased 35% from 
412,218 to 558,516. 

All subsidiary and associated 
companies showed satisfactory 
profits. 

Mr. Fuller discussed the postal 
rate situation in great detail in 
his annual report, pointing out 
that if the current rate raise bill is 
passed postal costs would increase 
by more than $1,500,000 (about 
40%) on Curtis’ present volume of 
business. In addition, the bill 
would increase costs for first, 
third and fourth class postage by 
almost $300,000. He referred to 
their combined delivery and sell- 
ing method of circulation, which 
he said “shows considerable prom- 
ise.” 

He said that a raise in postal 
rates would eliminate some of 
Curtis’ smaller competitors, which 
he said would create an “unsound 
and un-American” situation. 


is authorized, he promised three 
hours daily of color to affiliates in 
the period before 6 p.m., a half 
hour in the 6-8 period, and. another 
half hour later in the evening. 
Within two years, he expects all 
broadcasts to be color. 

NBC President Joseph H. Mc- 
Connell promised “at least 12 hours 
a week” in New York and Wash- 
ington immediately, 18 hours later, 
and by the end of the summer 
he believes the RCA system can 
send color over an extensive net- 
work covering about 20 eastern 
and midwestern cities. 


N. J. WOLCOTT SR. 


Cuicaco—Nelson J. Wolcott’ Sr., 
a sales representative for Success- 
ful Farming for the past 18 years, 
died of a heart attack March 22 at 
his home in Michigan City, Ind. 

Before joining Successful Farm- 
ing, Mr. Wolcott had been a sales 
representative for Country Home, 
Farm Journal and Ladies’ Home 


Journal. 


Last Minute News Flashes 


Quebec Approves Magazines Censorship Bill 
QueBec—Quebec’s magazine censorship bill (AA, March 20), under 


‘which newsstand-distributed periodicals are subject to confiscation for 


using “immoral illustrations,” has been approved by the legislative 
council. The date on which it is to be proclaimed law has not been 
announced. The Periodical Press Association has been informed that 
registration of publication under the law will be the responsibility of 
editors, for magazines published in Quebec province. If published out- 
side Quebec, the wholesale distributor or other local agent will handle 
registrations, according to Maj. I. D. Carson, executive vice-president of 
PPA, Toronto. 


GE to Dedicate 9-Car Train to Industry 


Scuenectapy—General Electric Co. will unveil a nine-car exhibition 
train April 24 in New York, said to be the first train of its kind in 
industrial history dedicated to helping American industry produce 
more and better products. The train will display more than 2,000 in- 
dustrial electrical products, processes and techniques. Institutional and 
industrial paper advertising being planned is expected to be placed 
directly by GE. 


Electric Housewares Week to Be Advertised 


New York—National Electrical Manufacturers Association will 
launch National Electric Housewares Week April 14 to 22, with a 
four-color page in the April 15 issue of The Saturday Evening Post. 
It expects 10,000 retailers to tie in with local newspaper advertising. 
Ralph-H. Jones Co. ‘is the agency. 


Standard Brands to Break Instant Coffee Drive 


New YorkK-—Standard Brands will add 357 newspapers to its regular 
list of 53, starting April 13, for promoting Chase & Sanborn instant 
coffee in 100-line ads once a week. The campaign will run through 
June. Compton Advertising is the agency. Samples have been mailed 
to Chicago homes this month. 


Godfrey Adds a TV Show—Teaching the Ukulele 


New YorkK—Arthur Godfrey will add two more quarter-hours to his 
weekly AM-TV schedule, which already includes eight hours and 45 
minutes of CBS time weekly. Starting April 4, he will teach ukulele 
twice weekly under the sponsorship of Hi-V Co. (Franklin Bruck Ad- 
vertising Corp.) on CBS-TV. Columbia’s top money maker recently 
became a member of the board of the frozen orange juice company. 


Pepsi Shakes Up PR Staff; Other Late News 


There was a wholesale exit last week of the public relations depart- 
ment of Pepsi-Cola Co. in New York, including Ruth Maier, assistant 
vice-president in charge of public relations for several years. Also 
affected were three or four assistants in the department. 


e@ Bulova Watch Co., New York, used the full force of its spot radio 
(150 to 200 stations) and television (most major TV markets) lineup 
on March 24 to introduce its new line of Academy Award watches, 
following protracted teaser announcements. Supplementing this was 
newspaper copy, ranging from 1,500 lines to full pages, in more than 
200 dailies. Biow Co. is the agency. 


e Sales and advertising managers of the Coleman Co., Wichita, 
Kan., maker of home heating equipment, will take the full story of the 
company’s 1950 advertising and sales promotion plans to 50 of its 
wholesale distributors in seven market areas in the South and East, 
starting at Dallas April 11. The team will consist of Arthur W. Boyer, 
ad manager; L. M. Marks, sales manager; and Fred Heckel III, rep- 
resenting the agency, N. W. Ayer & Son, Chicago. 


e Fletcher D. Richards Inc., Chicago, has appointed Willard E. Stevens, 
formerly with Gordon Best Co., as an assistant account executive. 


e Lane Ltd., New York manufacturer of Lords, low-nicotine-content 
cigarets, will shortly spread its recent test newspaper campaign from 
metropolitan New York to seven cities along the eastern seaboard. 


e Cory Corp., Chicago, launched an intensive consumer advertising 
market test yesterday on its new portable electric dishwasher. The 
test will be conducted in the area surrounding Fort Wayne, Ind., and 
will employ large ads in two local newspapers—the Journal-Gazette 
and News-Sentinel—plus radio spots on stations WANE, WGL and 
WOWO. In April a three-month period of sustaining rotogravure ad- 
vertising will begin with 1,000-line ads scheduled bi-weekly through 
July 15 in the News-Sentinel. 


* Ralph E. Ellis, formerly account executive with Grant Advertising, 
Chicago, has joined the Chicago office of Leo Burnett Co. as account 
executive, presumably on the Mars account. (See story on Page 21.) 


‘Coronet’ Hits Ad High Haley Canning Names Agency 


with 92.3% Increase 


Coronet will run 24 full pages 
of advertising in its April issue, 
an all-time high for the publica- 
tion and an increase of 92.3% 
over the same issue in 1949. 

The magazine reports that the 
number of advertising pages for 
the first quarter of 1950 represents 
an increase of 37.5% over the 
same period last year and is the 
highest quarter in its history. 


Fairfax Agency Named 


Hoke Inc., Englewood, N. J., 
manufacturer of fluid control 
equipment, has appointed H. W. 
Fairfax Advertising Agency. In- 
dustrial publications and direct 
mail will be used. 


Cloyes Joins Walker 


Corrie Cloyes, formerly senior 
associate editor of Tide, has joined 
John B. Walker & Associates, New 
—_ public relations organiza- 

on, 


Haley Canning Co., Portland, 
Ore., has appointed Showalter 
Lynch, Portland, to handle its ad- 
vertising. The account formerly 
was handled by Botsford, Constan- 
tine & Gardner. A newspaper 
schedule, planned by the new 
agency and James Steckler, new 
ad manager of the canning com- 
pany, is now running. Frances 
Crane, formerly with Station KXL, 
mee pone the agency’s continuity 
staff. 


NADA Appoints Clark Moody 


Clark D. Moody, who has had 
long experience in the retail auto- 
mobile business, has been appoint- 
ed head of a new dealer’s business 
management department of the 
National Automobile Dealers As- 
sociation, Washington. The depart- 
ment has been established to de- 
velop and send to NADA mem- 
bers business analysis data deal- 
ing with operating and financial 
phases of retail auto dealerships. 
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Calvert Switches 


Themes; Newspaper 
Ads Will Dominate 


New YorK—W. W. Wachtel, 
president of Calvert Distillers, has 
revealed a thorough revision of the 
company’s advertising and sales 
promotion policies. He made it 
clear that competition from straight 
whiskies was one of the chief rea- 
sons behind it. 

Primarily, the new policy calls 
for a switch to newspapers as the 
predominant medium, by far. In 
preparation for a huge national 
campaign, Calvert has just started 
a test drive in California. Inser- 
tions of 750 to 1,400 lines are run- 
ning in 25 newspapers there, in 
two colors where available. 

A special campaign, it involves 
only Calvert Reserve brand, and 
is separate from Lord Calvert and 
Carstairs advertising. 


es Along with the switch to news- 
papers, Calvert has also switched 
from the “Switch to Calvert” 
theme and is putting heavy stress 
on price. For this purpose, the 
half-pint package, at $1.25, is be- 
ing promoted heavily. 

Such copy themes as “buy it and 
try it” will be played strongly 
in California, and nationally as 
well when the campaign starts ex- 
panding in about three weeks. 

Behind the revised policy, he 
told AA, is a new “philosophy” 
dominating the thinking of the 
whole organization—to sell goods >» 
now, today, not a month or six 
months from now. 

The stepped-up newspaper ad- 
vertising—more than double in the 
current California campaign—will 
be at the cost of magazine, outdoor 
and car card use, he said. Mail, 
point of sale and trade paper ad- 
vertising will continue to bulk 
large. 

Lennen & Mitchell is the agency. 


WFIL Reduces Rates 


Because of Video 


PHILADELPHIA—WFIL, which op- 
erates a sister video station, WFIL- 
TV, has adjusted its rates as a re- 
sult of television competition. 

The Philadelphia Inquirer sta- 
tion is said to be the first radio 
outlet to recognize the inroads of 
television on its audience by mak- 
ing a rate adjustment. 

Under the new rate schedule, 
daytime radio, which has yet to 
feel the full impact of TV com- 
petition, will cost more than for- 
merly, while nighttime radio will 
be less expensive. The night rates 
will be decreased $30 an hour and 
the daytime rates increased $52, 
making both rates $300 hourly. 

Announcing the changes, Roger 
W. Clipp, general manager of the 
stations said: “We are doing to- 
day what we believe most of the 
industry will do tomorrow.” 


Mayer, Millikan to Speak 
At Brand Names Day Session 


Brand Names Foundation, New 
York, has scheduled Louis B. 
Mayer, head of Metro-Goldwyn- 
Mayer, and Dr. Robert A. Milli- 
kan, chairman of the executive 
council, California Institute of 
Technology, as the principal speak- 
ers for the luncheon session of 
Brand Names Day, April 5, at the 
Waldorf-Astoria, New York. 

H. James Gediman, regional 
manager of Hearst Advertising 
Service, is committee chairman 
for Brand Names Day. 


L.A. Games Signed for TV 


Emerson Radio & Television 
Dealers of Southern California 
have signed to sponsor the Los 
Angeles Angels home baseball 
games. Tom Harmon will handle 
the commentary nightly over KFI- 
TV, Los Angeles. Milton Weinberg 
Advertising Co. Los Angeles, 


handles the account. 
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V. Priddy, One-Time 
Advertising Bigwig, 
Hangs Self in Cell 


New YorkK—Last week a 66- 
year-old man, a onetime “$75,000- 
a-year real estate executive,” the 
tabloids said, was arrested in 
Brooklyn as a holdup suspect, and 
hanged himself in his cell. 

The suspect, who was to have 
been arraigned March 18, was Vern 
Priddy. 

Priddy, who told detectives that 
“I’m a business broker but I’ve 
been on my uppers lately,” at 26 
was western advertising manager 
of Review of Reviews and later 
an executive of N. W. Ayer & Son. 


@ In 1910, Priddy—as manager of 
Review of Reviews—was offered 
the job of western manager of 
Scribner’s. He didn’t take it, but 
told Scribner’s they should hire a 
youngster on his staff, Frank Brau 
cher, now president of Periodical 


Publishers Association. 

Braucher took the job, and his 
successor at Review was John R. 
Buckley, now general manager of 
Good Housekeeping. 

Both Braucher and Buckley had 
seen Priddy from time to time, and 
neither suspected his condicion. He 
lived in a furnished room in Mt. 
Vernon;: his landlady told police 
he had lived there for 15 months, 
had been a satisfactory tenant, and 
had always seemed to be in funds 
although she didn’t know his oc- 
cupation. 

A brother, an attorney in Find- 
lay, O., told reporters he had not 
seen his brother in two years and 
that Vern Priddy’s wife had died 
six years before. 


s Friday afternoon, police said, 
Priddy walked into a Brooklyn 
tavern called “Back Yard in Brook- 
lyn,” at 601 Pacific St., a busy 
downtown section. He ordered two 
beers, then walked to a booth in 


' the back, holding a handkerchief 


to his mouth. About 15 minutes 


later, with the handkerchief pulled ' 


over his face as a mask, he walked 
to the bar, drawing a .45 auto- 
matic. 

“This is a stickup,” he shouted. 

Two patrons jumped Priddy, and 
as they scuffled, the gun went off, 
with the slug plowing harmlessly 
into the floor. Police were sum- 
moned, and took Priddy into custo- 
dy. 


a In his pockets they found a 
dime, and a note which said, “It 
is all my own fault. I’m doing this 
of my own volition. This is my gun 
and cannot be traced. Please don’t 
make a fuss. I don’t want to em- 
barrass the family.” 

He told police he had been suf- 
fering from cancer of the throat 
and stomach, and that he had 
planned suicide when he entered 
the bar. 

Police weren’t certain about the 
suicide threat. They locked him 
up while awaiting arraignment for 
attempted assault and robbery and 
violation of the Sullivan law (il- 


“Magnifique! Mon cher Napoleon... 


our new love nest is precisely as 
we planned it — tout moderne!” 


C’est vrail Home-planners are the buyers and specifiers of 
building materials, equipment, appliances and home 
furnishings in the “owner-occupy” new-home market. 
Dr. Daniel Starch discovered this fact . . 
planners are definitely the dominant buying factors 


See Standard Rate 
& Data Service (Con- 
sumer Magazine 
Section) for com- 
plete information on 
Home Owners’ Cata- 


logs. 


in this rich market. 


profitable Home Owners’ Ca 


of the full Starch report, write to Dept. “U”. 


HeneOune 


CATALOGS 


19 West 40th Street, New York 18, .N 


F. W. DODGE CORPORATION’S CONSUMER CATALOG DISTRIBUTION SERVICE 


No wonder saleswise manufacturers recognize home- 
planners as the profitable prospects they are. No 
wonder leading firms insert their descriptive, detailed 
consumer literature in Home Owners’ Catalogs. No 
wonder sales are born when home-planners are given 
full facts 4 la Home Owners’ Catalogs! 


Daniel Starch reports, “Readership of individual 
catalogs in Home Owners’ Catalogs ranks among the 
highest for this type of sales literature of any we 
have studied.” Home-planners themselves say Home 
Owners’ Catalogs is “the one specific source that pro- 
vides the most helpful information about all kinds 
of products and services for new homes.” 

Let Dr. Starch’s findings guide you to more sales in the 
gs market. WF or a copy 


. home- 


legal possession of a weapon). 
They took his belt, tie and shoe 
laces. 

Priddy knotted one sleeve of his 
shirt to a bar, tied the other sleeve 
around his neck, and was dead 
when police found him. Funeral 
services for Priddy were held 
March 20, and his ashes returned 
to Findlay for burial. 


WARD H. MARSH 

Detroit—Ward H. Marsh, vet- 
eran advertising man here, died 
of a heart attack March 19 at his 
home in Mio, Mich. 

Mr. Marsh started his advertis- 
ing career with John Deere Co., 
later coming here as ad manager 
for Burroughs Adding Machine Co. 
He subsequently became president 
of McKinney, Marsh & Cushing 
Inc., the agency handling the Ford 
account when that company re- 
sumed advertising in the early 
1920s. Until his retirement last 
summer he had been ad manager 
of N.A.D.A. Magazine, official pub- 
lication of the National Automobile 
Dealers Associati@h. 


FRANK A. LUEBBE 


DAVENPORT, IA.—Frank A. Lu- 
ebbe, 56, vice-president and gen- 
eral sales manager of Nichols 
Wire & Aluminum Co., died here 
on March 9. He was widely known 
in both the steel and the aluminum 
industries. 


ELLIS A. GIMBEL 

PHILADELPHIA—Ellis A. Gimbel, 
84, chairman of the board of Gim- 
bel Brothers Inc., died at his home 
here on March 17. He was the last 
survivor of seven brothers who 
built a chain of nine department 
stores, starting with a small dry 
goods store founded by their fa- 
ther, Adam Gimbel. 


CHARLES W. PIERCE 
HARTFORD, Conn.—Charles W. 
Pierce, 79, veteran newspaper pub- 
lisher, died March 20 in a Wor- 
cester, Mass., hospital. 

Mr. Piervte started in the news- 
paper field with his father in 1893 
as co-publisher of the Banner, 
Bennington, Vt. He later published 
the Daily News, Waltham, Mass., 
and from 1927 to 1949, when he 
retired, he was publisher of the 
Gazette, Barre, Mass. 


JOHN VAN NORDEN 
New YorK—John Van Norden, 
55, secretary and sales promotion 


eee ae 
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manager of the American 

Co., died March 17. He was a ma 
ber of the executive board of fi 
American Gas Association, t 
urer and director of the Gas 4 
pliance Manufacturers Associatign, 
a founding member of the 

of Gas Operators and clerk of the 
Guild of Ancient Suppliers. 

He had been a partner in the 
Hal-Nord Newspaper Feature Ser. 
vice, and on the advertising stag 
of the McGraw-Hill Publishing 
before joining American 
in 1928. From 1946 to ’48 he was 
president of the Engineers Club of 
New York. 

STANLEY E. BALDWIN : 

CLEVELAND—Stanley E. Baldwin, 
a founder and first manager @ 
Station WTAM (when it was 
owned by Willard Storage Ba 
Co.), died here March 19 at the 
age of 68. 

Joining Willard in 1920, Mr, 
Baldwin was advertising manager 
when, working with T. A. Willard, 
president, he founded battery-pow- 
ered WTAM. He became Willard’s 
merchandising director in 1930 
and held the post until his retire- 
ment in 1947. 


Compton Now PR Director 
of Printing Industry 

Glenn C. Compton, formerly 
printing industry specialist with 
Robbins, Barber & Baar, public 
relations counsel, 
New York, has 
been appointed 
director of public 
relations of the 
sas eee 
Ty o meri 
Washington, ne 
tional association 
of the commercial 
printing indus- 
t 


ry. 

Before entering 
the public rela- 
tions field Mr. Compton was east- 
ern editor of Inland Printer, and 
editor of Printing News. An au- 
thority on technological develop- 
ments and trends in the printing 
industry, he has lectured widely 
on the subject before groups of em- 
ploying printers and printing buy- 
ers. 


Jacobs Named Art Director 

Al Jacobs, formerly with All- 
meyer-Fox, Kansas City, has been 
appointed art director of Burlin- 
game-Grossman, Chicago agency. 


Glenn C. Compton 


Sniders’ Appoints Schever 
Sniders’ Poster Process Co., New 
Orleans, has appointed Fran Sche- 


ver as its Detroit representative. 


Electrifying a general market 


SHOWMANSHIP. Large, impressive, 
dramatic—Outdoor Advertising 
reaches your prospects every- 
where... tells your sales story 
forcefully. Here, General Electric 
doesn’t have to say it’s easy, they 
show it. And colorful panels make 
the point clear. People see your 


advertisements when they’re on 


GOA panels and they remember 
what they see. General Outdoor 
Advertising Co., 515 South 
Loomis St., Chicago 7, Illinois. 
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lation, 
tm -1 9f 50 Baseball 
tte -1 of 50 Baseba 
n the 
> Ser. Games to Go Network 
on with Mutual’s Co-op 
Meter ‘Game of the Day’ 
> Ww; 
ube New YorkK—Baseball, always big 
‘pusiness for radio and television, 
’ ‘this year will make an even greater 
: contribution toward helping broad- 
dwin, easters counteract the traditional 
r of summer slump. 
was Long a warm weather feature on 
ttery local stations, baseball will be a 
t the yegular network attraction for the 
first time in the ensuing season 
Mr, hen the Mutual Broadcasting 
lager ystem will feed a major league 
lard, Mgame of the day” to more than 
D0Ww- DO stations. This series is being 
ard’s pid cooperatively to local spon- 
1930 ors. At mid-week Bert Hauser, 
tire- {BS co-op director, reported that 
pproximately 25 stations had sold 
lhe games. He added that he ex- 
pects a near sellout on the event 
by the time the cry of “batter up” 
erly ounds on April 18. 
with 
iblic This year, too, will see an in- 
nsel, ease in the number of games 
has arried on regional hookups in 
nted xpanded advertising programs, 
a hiefly by baseball’s “regular” 
us. sponsors. 
“ica, | A big name on this list for 15 
na- years, Atlantic Refining Co.,, 
tion hrough N. W. Ayer & Son, will 
cial cover the games of teams repre- 
lus- enting five cities on AM and/or 
3 TV. 
ae ® Sponsorship of the Red Sox and 
aste Braves broadcasts will be shared 
and again this year with Narragansett 
au- Brewing Co., Providence. Atlantic 
op- is carrying a network of approxi- 
ing mately 13 stations, originating at 
ely WHDH, Boston. The brewing com- 
M- pany will use about twice as many 
uy outlets. Narragansett and Chev- 
rolet Dealers Association will spon- 
sor telecasts of the diamond meets 
1. over WBZ-TV and WNAC-TV, 
en Boston. 
in- 
cy. s Games of the Pittsburgh Pirates 
will be aired over a 20-station 
western Pennsylvania hookup, 
ew with WWSW, Pittsburgh, as the 
1e- originating station. Rieck-McJunk- 
ve in Dairy Co. and Atlantic will re- 
—_ § peat as co-sponsors. To date the 
‘d Pirates have turned down all TV 
offers. 
Play-by-play broadcasts of the 
Baltimore Orioles’ games will be 
: aired over WITH by Atlantic and 


Gunther Brewing Co.—again a re- 
peat sponsor deal. Gunther is also 
expected to be back as TV. sponsor 
on WMAR-TV, although this had 


AT AWARD LUNCHEON —Left to right are James M. Cleary, Roche, Williams & 

Cleary, chairman of Chicago Brotherhood Week; Ted Heffron, national media 

director of the conference; and Judith Waller, manager of public affairs and educa- 

tion for NBC, Chicago. The scene is a luncheon during which the annual award of 

the National Conference of Christians and Jews was presented to Station WMAQ 
for its “Destination Freedom” program. 


not been announced at press time. 
Expenses for the radio coverage 
of the Philadelphia Athletics and 
Phillies will be shared by Supplee- 
Wills-Jones Milk Co., through 
Ayer; P. Ballantine & Sons, 
through J. Walter Thompson Co.; 
and Atlantic. Broadcasts for the 
A’s will be handled by WIBG and 
for the Phillies by WPEN. Both 
will be fed to some 20 stations. 


= Home games of both Philadel- 
phia clubs will be televised by At- 
lantic and Ballantine, with all 
three stations—WPTZ, _WFIL-TV 
and WCAU-TV— sharing the rev- 
enue. The problem of clearance for 
nighttime games of the A’s which 
interfere with regular commercial 
schedules is still to be worked 
out. The Phillies have vetoed TV 
for nighttime games. 

The TV sponsorship bill of the 
Philadelphia teams is split three 
ways. At last report, the third 
which last year was carried by R. 
J. Reynolds Tobacco Co. was still 
available. 

Atlantic also expects to con- 
tinue a program started last year— 
a reconstruction of the “game of 
the week” in major leagues—over 
WRNL, Richmond; WBTM, Dan- 
ville; and WSLS, Roanoke. 

For the first time, Atlantic has 
signed to broadcast the full sched- 
ule of New York Yankees to 12 
New York, Pennsylvania and Con- 
necticut stations. Co-sponsor is 
Ballantine, which shares advertis- 
ing billing with General Cigar Co. 
on the New York City broadcasts 
of the Yankees over WINS. 


ws Liggett & Myers Tobacco Co. 
will start its third year as a base- 
ball backer with an expanded 
schedule. The New York Giants 
games will be heard over WMCA, 
New York, and a 12-station east- 
ern hookup, and seen over WPIX, 
New York. There also has been 
some talk of adding a couple of 
out of town stations to the TV 
lineup. 

The Chicago Cubs games will be 
broadcast over WIND and 30 mid- 
western stations. The agreement 


with the midwestern stations and 
that with eastern stations carrying 
the Giants broadcasts provides for 
co-sponsorship with local adver- 
tisers who will be sold spots. 

Chesterfield will report on the 
Washington Senators’ progress 
on radio (WWDC) and video 
(WTTG). Cunningham & Walsh 
is the agency for Liggett & Myers. 

WABD, New York, key station 
of the DuMont Television Net- 
work, over which Ballantine is 
televising the Yankees games, will 
carry a split feed during the 14 
night contests. For example, if a 
baseball game is scheduled on 
Tuesday night—and a couple are— 
Drugstore Television Production’s 
“Cavalcade of Bands” will be fed 
as usual to the network. It will be 
teletranscribed for broadcast later 
in New ¥ork. 


= Columbia Broadcasting System 
is exploring the possibility of car- 
rying the Brooklyn Dodgers’ home 
games on Saturday afternoons this 
season. This baseball network 
could include only cities in which 
no organized baseball game was 
being played at the time of the 
broadcast. Stations were being 
sounded out on the idea last week. 

General Foods, which co-spon- 
sors Dodgers broadcasts locally 
with F & M Schaefer Brewing Co. 
over WMG\M, is said to be the best 
bet to sponsor the game on a net- 
work basis if CBS’s hopes for Sat- 
urday work out. Billings on 
WMGM for the Post cereals divi- 
sion of General Foods will be 
shared by Benton & Bowles, 
Foote, Cone & Belding, and Young 
& Rubicam. Schaefer’s (through 
Batten, Barton, Durstine & Os- 
born) also will foot the bill for 
the Dodgers telecasts over WOR- 
TV this season. 


mw Liberty Broadcasting System, 
Dallas, which was formed in May, 
1948, and aired major league game 
broadcasts throughout the south- 
ern tier of states last year, will be 
back this year with a much ex- 
panded network and schedule. 
The web now has 160 stations 


| Fon AW The Fact, on sect 


, Pe caine = 
mmm 11 lb +9 


under contract for baseball game 
broadcasts, expects to have a min- 


-|jimum of 250 by April 18, and 


hopes to reach the 300-mark by 
mid-July. 


s Exhibition games already are 
being carried by the web from 
Florida training camps. A total of 
34 such contests will be aired be- 
fore the regular season opens. All 
exhibition broadcasts are fed to 
Dallas by Western Union, re-cre- 
ated there and distributed to net- 
work stations located in 33 states. 

The network will not broadcast 
baseball games in the “major 
league territory,” but comes as far 
north as Virginia, Kentucky, Ark- 
ansas, Iowa and Minnesota. 

At the present time, Liberty is 
feeding about five hours of pro- 
gramming to its affiliates. by wire 
daily, and eventually hopes to 
have about 18 hours daily. Some 
of the time is sponsored by na- 
tional sponsors, but the net is not 
seeking national sponsors for its 
baseball broadcasts. All such con- 
tests will be sold locally, and Lib- 
erty supplies affiliates with pro- 
motion and sales kits. 


® According to Gordon McLendon 
of Dallas, president of Liberty 
Broadcasting System, the network 
will carry a minimum of 210 major 


baseball 


Le aE eee Lge 


69 


league games of both the National 
and American circuits. “A sub- 
stantial number of them,” he told 
AA, “will be carried live.” Most, 
if not all, of the live broadcasts 
will be National League games. 
Liberty has divided its facilities 
into six regional legs, including 
Pacific Coast, Rocky Mountain, 
midwestern, southwestern, south- 
eastern and southern hook-ups. 
Mr. McLendon declined to list 
the member stations, but said that 
the 160 affiliates now in the fold 
will be identified in about a week. 
Some data on the number of local 
sponsors also may be 
made available at that time. 


ORTHWEST 
EWS FLASHES 


Retail Lumber, Building Materials 
end Coal Deoler 


fl a 
News FLASHES 


@ 4200 Deolers Serving 
@ 10 million persons 
@ 3 million farm population 
Blanket coverage lowa, Minne- 
sota, North and South Dokota, 
Wyoming, Wisconsin. 


BLACK 


UVA-LITE! 


_ FLUORESCENT — 
dvertising’ s 


tRADE MARE 


LIGHT 


Lawter’s LUVA-LITE “black light” paint transforms con- 


ventional signs and dis 


lays into an entirely new concept of 


fluorescent color that pa and vibrates under black light. 


Across the Country . . . hundreds of 
LUVA-LITE painted bulletins illu- 
minated by constant 80-watt black 
light fixtures and blinking incandes- 
cents are giving outdoor advertising 
its first really new development in 
25 years. National and local adver- 
tisers, agencies, and sign companies 
now employ it for every type display 
from Point-of-Sale to giant Painted 
Bulletins. 


LUV A-LITE ts Versatile. A full range 
of colors that can be brushed, silk- 
screened, sprayed, dipped, roller- 


coated to any clean white surface 
that takes oil-base paint. They then 
fluoresce brightly when properly il- 
luminated by black lights of from 
six to eighty watts each. 


COLOR ENGINEERING SERVICE 


No cost or obligation—simply submit 
idea sketches and a Lawter COLOR 
ENGINEER will give you complete 
recommendations on color joe oo 
tions and black-lighting. Learn about 
LUV A-LITE from the Lawter COL- 
OR ENGINEER, today! 


TEST LUVA-LITE YOURSELF ON IDEA SKETCHES 


Special! KIT 45 with 
LUVA-LITE Watercol- 
ors -— red, yellow, blue, 
white, green, orange — 
cme handy 11” 6-watt 

lack light. Creates and 
demonstrates miniature 
fluorescent display. Also 
includes sample Bulletin 
silk-screened in four 
glowing colors. 


Send your sketch today for LUVA-LITE Color Engineering, and also for 
LUVA-LITE Information portfolio. Order Kit 45. Write today! 


-LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 
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The Boston Globe Announces an Important New Market Service / 


Now you can see and understand the com- 
plex Metropolitan Boston Market at a glance. 
eo Every vital factor affecting the market is clearly 
eee. presented in a set of four maps, each 38” by 
48” in size. These maps show distribution and 
size, location and importance of the 418 shop- 
ping centers within the Metropolitan Boston 
Area. They show the U.S. Census and A.B.C. 
circulation zones and are the only accurate and 
up-to-date maps of Metropolitan Boston in 
existence. 

Additionally, each of the 418 principal 
shopping areas are plotted in greatest detailon How you can get The Boston Globe’s Metropolitan Market Analysis Mar 
individual maps drawn to exact scale. These The 4 basic maps are available to agency executives, manufacturers, distributors and wholesaler 


show the location, size and type of every retail who advertise in the Metropolitan Boston Market. Just write Research Department, The Bosto 
outlet in the area! With these maps isa complete Globe, Boston 7, Mass., requesting your copies. They will be mailed to you promptly withow 
tabulation and cross-index of each retail outlet charge or obligation. bac ; ; ; 
Pp onan The 418 maps of the individual shopping centers are available for planning and study only aj 
by type an , the Research Department of The Boston Globe. We will be pleased to help you get the most out o 
these detailed maps and other market data from this study. 
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The Components of The Boston Globe 
Maps of Metropolitan Boston 


1. Base Map 

2. Population Density and Distribution Map 

3. Shopping Center Map 

4. Combined Population Distribution and Shopping Center Map 


5. 418 Detail Maps showing individual shopping centers in the Metro- 
politan Boston Area 


6. Summaries of retail outlets by type of store 


A few of the important marketing questions which 
Here’s how it works The Boston Globe Market Maps will answer for you 


1. How is Metropolitan Boston’s popula- 4. What are the total number and locations 


: tion distribution related to the distribu- of possible outlets for any particular 
Select any of the 418 shopping centers from tion of shopping centers and retail product? 
the Combination Population Distribution and ee chiara = betes are corporate chain Guim 
é A 2. at are the best shopping centers an ° - 
Shopping Center Map. A key will refer you to dhs net ioonshena edie Oem shopping * oe competitive breach ousten 
? ; 

an individual, large-scale map of this center on eheteee See ee 7. Where are the retail outlets for a product 

- é : 3. Where should point-of-sale and mer- which the sales force is not contacting 
which you will find its layout drawn to exact chandising efforts be concentrated? © at present? 


scale complete to the floor areas of all buildings 


and their uses. 


The Boston Globe 


>» 3- 32 32 D2 FTO FW F- MORNING - EVENING + SUNDAY <= 


Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles. Osborn, Scolaro, 
sate Meeker & Scott, Chicago, Detroit. 
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